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THE Gourth ANNUAL 


Aircraft Production | 


NUMBER ” » JULY, 1941 


MACHINERY ’S Annual Aircraft Number 
is the only compilation of its kind pub- 
lished in the interest of metal-working 
practices in the Aircraft and allied in- 
dustries. The Fourth Aircraft Annual to 
be produced by MACHINERY, the July 
1941 Number, will cover the very latest 
means and methods for manufacturing 
airplane engines, wings, fuselages, in- 
struments and accessories. All phases 
of mechanical practice and materials 
application in this fastest growing of 
typically American industries will be 
thoroughly described and illustrated. 


Plan your machine tool, small tool, spe- 
cial machinery or materials advertising 
now for appearance in what will be one 
of the most timely, most interest com- 
pelling issues ever published by MA- 
CHINERY— in effect an Aircraft Produc- 
tion Handbook! 




















MACHINERY, 148 Lafayette St., New York City 
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Here's a batch 
of West Penn 
engineers in 
“Hap” Lang- 
staff's office 
working out a 
$250,000 im- 
provement 
vlan for the 
Charleroi Sub- 
station. 


“Hap” discusses a projected development with L. A. Terven 
and John Maloy of West Penn. 
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Westinghouse —_ Cutouts 


_ “Just look at those small pictures for a clear, intelligent way of giving 
"advantages of the products. It shows the cutout in every stage It's @ 
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“Show me the produc 


says 
H. A. P. LANGSTAFF 


Electrical Engineer 
West Penn Power Company 









Guest Reviewer of the 
Advertising in Electrical World 
for May 3rd, 1941 


NUMBER 8 OF A SERIES 


@ "I like to see pictures of the product 
being installed, or on the job’, “Hap” 
Langstaff said. “A few ads in Electrical 
World show the whole process, right from 
manufacturer to ultimate operation — all 
in progressive pictures. That's my idea of 


the most helpful kind of advertising 
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How TVA Research ts Creating New 
Judustries and Markets 


Develops new processes and equipment to point where 


industry may put them into production for marketing 


@ ONE OF THE most extensive 


publi 


c research developments in the 


country, bringing together the re- 


sources and talents of government, 


state educational and research institu- 


tions 


ind private industry, is going 


forward under considerable momen- 


tum 


prog! 


thor 
In 
me! 


tow 


gir 
th 


pu 
th 


today in the South within the 
im of the Tennessee Valley Au- 


ty 


the seven years since the com- 
ment of this program, directed 
i the conservation and better 
tion of Southern resources, posi- 
nd practical results have been 
d which are already beginning 
e of benefit to private industry 
hich are making for a more 
conomic life in one of the great 
of the United States. 
his development, the business- 
mtributes significantly. When 
ratory technician and the en- 
lave perfected the new product, 
process, or the new equipment, 
¢ task of the businessman to 
nto commercial production and 
pass along its benefits to the 
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By DAVID E. LILIENTHAL 


Director, Tennessee Valley Authority, 
Knoxville, Tenn. 


The fruits of the program are be- 
coming apparent. For example, in 
North Carolina a farm machinery 
manufacturer has put on the market 
a small, economical trailer threshing 
machine suitable for use on small or 
hilly farms; in the same state the min- 
ing of vermiculite used for insulation 
and building material has been stimu- 
lated by surveys of deposits made by 
TVA geologists; elsewhere, three firms 
are manufacturing improved semi- 
automatic pressure cookers for process- 
ing oil from cottonseed, and the new 
units are going into cottonseed oil 
plants in Georgia, Mississippi, Tennes- 
see, and other states. There are a con- 
siderable number of such instances of 
projects now in actual use in private 
industry. 

Some of the industrial research proj- 
ects are carried forward in TVA lab- 
oratories, by TVA engineers and other 
technicians; most of them, however, 


represent a codperative approach to 
Southern problems. The research is 
carried on jointly with Valley institu- 
tions such as the engineering and agri- 
cultural experiment stations of the 


universities and the geological or other 


departments of the state governments; 
practical suggestions, criticisms, and 
sometimes financial support come from 
businessmen and industrialists. 

In this codperative effort, the TVA 
not only contributes technically and 
financially but acts to unify efforts to- 
ward a common end. Thus there is 
brought together in effective team- 
work the scientist who develops the 
laboratory process, the engineer who 
designs, builds, and tests the commer- 
cial equipment necessary for produc- 
tion, and the businessman who pro- 
motes the product and puts it on the 
market. 

That this is a practical approach is 
demonstrated by achievement—thus, 
an immersion process and equipment 
for quick-freezing of fruits, vegetables, 
and meats, developed in coéperation 
with the University of Tennessee En- 
gineering Experiment Station; an im- 
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To maet the needs of farmers on small, hilly, or rough farms which characterize much of the 
Tennessee Valley region, TVA agricultural engineers developed this low-cost, easily portable 
machine with about half the capacity of the conventional thresher. Valley agricultural exten- 
sion services and experiment stations cooperated. The machine is now being manufactured 
commercially by a North Carolina firm, as is the case with other equipment developed by TVA 


proved process of refining kaolin, a 
type of white clay, resulting from 


research with a private producer, 
which has made possible greater use 
of domestic kaolin by manufacturers 
of chinaware. 


Experiments and investigations are 
being carried on, in codéperation with 
the Georgia Agricultural Experiment 
Station and the Georgia School of 
Technology, in the growing and proc- 
essing of flax to produce a fiber suit- 
able for spinning and weaving on cot- 
ton mill machinery. TVA _ engineers 
are working on production of a new 
plastic compound of resin and low- 
grade mica which appears to offer 
commercial possibilities—for example, 
as insulating material in electric ap- 
pliances. 

Research and development on many 
problems are in various stages, from 
laboratory investigations to perfected 
products and processes. Besides the 
companies producing the cottonseed 
pressure cooker and the threshing ma- 
chine, a firm in Kentucky is manufac- 
tur ing a furrow seeder, WwW hic h is a 
horse-drawn plow making hillside con- 
tour furrows and planting seed and 
fertilizer in one operation. Two firms 
in Tennessee are manufacturing an 
electric cabinet for aging hams and 
other meats more quickly and uni- 
formly. A North Carolina firm is 
making a self-raking lespedeza har- 
vester to which research by TVA and 
the University of Tennessee Agricul- 


tural Experiment Station has contrib- 
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uted improvements. 

Four North Carolina firms are min- 
ing vermiculite after surveys by TVA. 
Codéperative research with North Caro- 
lina State College is going forward on 
various new applications of this min- 
eral, such as wider uses for light 
weight vermiculite concrete, weighing 
less than thirty pounds per cubic foot. 
The light weight and the insulating 
qualities of this concrete make it valu- 
able in many types of building con- 
struction. 

The research program is also con- 
tributing opportunities to business by 
developing or adapting to Tennes- 
see Valley farm conditions, equipment 
much of which can be assembled on 
the farm or locally from machinery, 
parts, motors, and so forth, purchased 
from dealers or manufacturers. A hay 
drier, produced by coéperative research 
of TVA and the University of Ten- 
nessee Agricultural Experiment Sta- 
tion, calls for blower equipment, elec- 
tric motor, wiring, wood or metal 
ducts, humidistat, and time switch. A 
rural community refrigerator, devel- 
oped in codperation with the U. T. 
Experiment Station, of which over 
twenty are now in use throughout the 
Valley, requires compressor, expansion 
coils, and cork or other insulating ma- 
terial in addition to the cabinet or box. 


New markets for farm electrical 
being 
created by the extension of TVA elec- 


equipment and supplies are 


tricity into rural areas and by rural 


electrification education carried on by 











the state agricultural extension s 
vices, for which TVA supplies ass 
ance in research and services of s 
cialists. Electric water pumps, » 
consequent installations of plumb 
and water-heating equipment, sn 
portable motors, electric fences, el 
tric brooders, yard lights and ot 
equipment are finding their way i: 
new markets through private deale 
And the farm market for electric 
equipment is still young, for, althoug 
much has been accomplished sinc 
1933 when less than four per cent 
farms in the area had service, about 
four out of every five farms still await 
the coming of electricity. 

Total urban and rural purchases of 
domestic appliances in the TVA area 
in 1940 exceeded $15,500,000. Here 
again is a codperative effort at devel 
opment—municipalities and codpera- 
distributing TVA 
power at low rates, private applianc« 
dealers helping, to their own profit, in 
building up the system loads. 


tive associations 


It must be clearly emphasized that 
the interest of TVA, as a federal 
agency, in the furtherance of indus- 
trial and agricultural research is more 
than that of developing new commer- 
cial products and processes to stimu- 
late business and agriculture as such. 
Its interest and responsibility are prin- 
cipally to contribute to the strengthen- 
ing and stabilization of the entire 
regional, and thereby the national, 
economic structure. 

The broad principles upon which 
TVA’s research and development pro- 
gram rests I have heretofore described 
as follows: 

1. It is in the interest of the entire 
country that the income of the South 
be raised above its present level, which 
is considerably below the average of 
the nation. 

2. Increased income for the South 
depends upon obtaining a better bal- 
ance between industry and agricultur 


. 


a greater reliance upon the manutac- 


<a 
S 


turing and processing of Southern 


materials. 


s 


3. The program should, insot: 


possible, be directed to Southern 1s 
and opportunities and seek to ve 
Southern problems. 

4. Industrial development t 


drains and exhausts our basic reso 
is “bad business” and defeats its i 
ends; the region must not operat: 
the red.” 

§. Stimulation of research 1 e 
South is needed to break a vicious 
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he South has lagged in industrial 
opment partly because of the lack 
of research; industrial research has 
been meager because of the lack of 
industry to support it. 


secause most of the nation’s indus- 


trial development is concentrated in 
the North and East, most of the pri- 
vate industrial research is conducted 
there and is naturally devoted to solv- 
ing problems and evolving new prod- 
ucts and processes for manufacture in 
that area. The aim of the research 
program we are discussing here is to 
perform the same service for the 
South; industrial growth in the South, 
in short, must be based upon the re- 
gional resources, not upon migration 
of industry from other parts of the 
country. 

The Southern region is rich in nat- 
ural resources; large quantities of raw 
materials and a plentiful labor supply 
hold the key to an industrial develop- 
ment which can raise the regional in- 
come, lift it toward a parity with 
other regions of the country, and make 
its population a better market for the 
products of the rest of the nation. 

A good example of the technique by 
which the research program goes for- 
ward is the development of the trailer 
thresher, already mentioned. It arose 
out of a special Southern need, a need 
for a small, easily transported, efficient 
machine suited to the small, hilly, or 
rough farms which characterize much 
of the Valley region, just as the great 
combines of the Western grain belt are 
suited to rolling prairies. 

Such a machine, it was believed, 
would provide economical threshing 
service on small jobs; furthermore, it 
might well have direct influence in 
maintenance of soil fertility. One of 
the needs of Southern agriculture is 


increasing acreages of “‘cover crops,” 
such as clover and lespedeza, to pre- 
vent the washing away of the topsoil 
and to enrich it with nitrogen. And 
one of the reasons for lack of cover 
crops is the difficulty of obtaining 
Suthcient good seed. Many farmers 
cou’ not afford to purchase sufficient 
see’, and threshing and saving their 
ov ed often was out of the ques- 
t ecause the large machines ordi- 
n used are not generally prac- 


to operate on small or rough 


al cs, 


was a problem which arose 


I 1 peculiar regional need. TVA 
¢ ers, several years ago, set out to 
d a thresher which would solve 
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A part of the World War munitions plant at Muscle Shoals, Alabama, which has been adapted 
by the Tennessee Valley Authority for the experimental production of high-analysis phosphatic 
fertilizing materials. This portion of the plant remains undisturbed for fertilizer research and 
experimental production. The new synthetic ammonia unit, being built for defense purposes, 
will feed ammonia into the other parts of the plant for the final product, ammonium nitrate 


it. They codperated with the agricul- 
tural extension services and experiment 
stations, getting assistance, criticism, 
and advice. For example, one of the 
features that experiment stations in- 
sisted upon was easy cleaning, to pre- 
vent carrying of inferior seeds from 
one farm to another and to provide for 
threshing of clean seed, without mix- 
ture of seeds from previous threshings. 

By 1939, these efforts resulted in 
the design and construction of a ma- 
chine which fulfilled the requirements, 
and tests and demonstrations were car- 
ried on under actual farm operating 
conditions. Representatives of at least 
seven farm implement manufacturers 
saw the machine in operation. The 
Turner Manufacturing Company, of 
Statesville, N. C., which had followed 
the development with interest, began 
to make manufacturing plans, with 
suggestions from TVA. The Authority 
gave the company a contract to build 
six demonstration units, which were 
used during the 1940 season to give 
230 demonstrations before some 3,500 
persons in Tennessee, Alabama, Geor- 
gia, North Carolina, and Virginia. The 
effectiveness of the machine was 
proved, farmers and commercial 
threshermen alike seeing the peculiar 
advantages of the thresher for small or 
hilly farms in the South or elsewhere. 

It is low in cost, selling for a price 


within reach of small groups or indi- 


vidual farmers; operating costs are 
low, about fifteen cents per hour for 
fuel and oil; loss of time between small 
jobs is minimized, since the thresher is 
easily set up for a job and can be 
moved behind a car or light truck at 
high speed; it threshes effectively all 


kinds of small grains, clovers and 
grasses, lespedeza, soybeans, and buck- 
wheat. 

Now the task of the manufacturer 
and businessman comes in; the new 
thresher is being manufactured com- 
mercially and the cycle is complete. 
The codperative efforts of TVA, state 
institutions, and private business have 
brought a new product to the market 
which may have a significant bearing, 
along with other developments, on the 
stability of agriculture in the South. 

Much the same procedure was fol- 
lowed in the development of the cot- 
tonseed pressure cooker, but here the 
pattern commenced with laboratory 
work by the University of Tennessee 
college of engineering commencing in 
1929. The laboratory work indicated 
that an improved method of cooking 
cottonseed oil, increasing the over-all 
eficiency of the process, had practical 
possibilities. 

The TVA, therefore, joined with the 
university in designing and building a 
pilot plant using a cottonseed pressure 
cooker in which the new method could 
be tried out. Leading cottonseed in- 
dustry executives, who had followed 
the research with interest, contributed 
additional equipment at their own ex- 
pense, and as a result of this combina- 
tion of public and private research 
initiative, the South now has a com- 
plete pilot plant for the experimental! 
processing of cottonseed and other oil 
bearing seeds such as peanuts and soy- 
beans. 

Twenty-six of the new pressure 
cookers have now been installed in 
thirteen mills in six states of the South. 

(Continued on page 100) 
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By HARRY B. LINDSAY 


Secretary-Treasurer, The Grinding Wheel Mfrs. Association, and 
The Abrasive Grain Association, Worcester, Mass. 


Manufacturers De Educational Jot 
Through Trade Associations 


Handbook on grinding practice has contributed better 
results for customers and good will for manufacturers 


@ THE manufacturers of grinding 
wheels and abrasive grain had a quite 
common problem in customer rela- 
tions. It was not one that screamed 
for solution. In fact, the majority of 
grinding wheel users did not realize 
that there was a problem. But it was 


important enough to warrant the 
members of our two associations in 
appropriating upwards of $25,000 to 
finance the writing and distribution 
of a combination handbook and text- 
book on the correct use of their prod- 
ucts. Here was the problem as we 
saw it: 

Grinding practice is changing al- 
most daily. Furthermore, there are 
thousands of grinding jobs, each call- 
ing for a special technique and for a 
certain type of w heel. Failure to se- 
lect the right wheel for the job and 
to use it correctly may mean excessive 
spoilage of work, inferior finish, and 
high productive costs. Low costs and 
1 good product call for a thorough 
knowledge of the theory and practice 
ot grinding. 

The grinding wheel manufacturers 
is individuals tried to supply this 
knowledge through instruction book 
lets and the advice of grinding engi 
neers. But it was obviously impossi- 
ble to give detailed instructions on 
every job to everyone concerned with 
grinding in the thousands of shops 
where grinding is an important op- 
eration. 


Existing books on grinding were 
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out-of-date, and business paper articles 
were few and scattered. The industry 
felt that if complete information were 
made available in a single book, spon- 
sored by an impartial source, it would 
be studied and the improvements in 
results and lowering of costs would 
build good will for the industry and 
so for the individual companies. 

But we did not want the book to 
be an advertisement, actually or ap- 


parently, for anyone or anything. Our 





members, as individuals, advertise 
widely and consistently in business 
papers and by mail. 

We wanted the book to be useful 
and practical. We, therefore, felt that 
the text should be specific—crammed 
with concrete instances taken from 


The book would 


be read, we hoped, by shop men from 


actual shop practice. 


superintendents to machine operators, 


designers, tool-makers, apprentices, 


(Continued on page 88) 





This spread of pages in “Grinding Wheels and Their Uses" shows the illustrative tec! 
used in the book which was published by two trade associations to promote better 
of their products. It was distributed free to a combined list supplied by the m« 
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I rs Nott The term “house o1 


1 he he he 
sed here Decause it 1s the most 


name for the type of publication 
this article, although some 
refer to call them house publica 


pany Magazines 


@® THE HOUSE ORGAN is a vital 
part of the overall promotion program 
of practically every industrial adver 
tiser who publishes one, according to 
the findings of a nationwide survey 
just completed by INpusTRIAL Mar- 
KETING. The study included 329 com- 


pany p tblications of concerns engaged 


n the sale of all kinds of business and 
ndustrial equipment, materials, sup- 
plies, and services. They were divided 
into ree general classifications, in 
which there were the following num- 
be xternal, 192; sales, 62; and 
nte¢ r » ® 

I xternal house organs are those 
designed especially to do a selling or 
sales Contact job with customers and 
Prospects, while the sales type publi- 
cat nain mission is to pep up and 
Kee} tormed the manufacturer’s 


e and that of his distribution 
While both of these groups 
na e circulation within the com 
irious degrees of penetration, 
me instances serve partially as 
louse organs, those classified 
ul” are strictly employe pub 
with the special mission of 
ig morale and creating bet- 


standing and harmony be- 


company and its personnel 
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Analysis of 329 company publications 
about their characteristics 


and among the workers themselves. 
This article will deal with the group 
as a whole, leaving the analyses of the 
separate divisions to subsequent ar- 


ticles. 
How Successful Are They? 


Perhaps the first question that pre- 
sents itself regarding house organs is, 
“How successful are they?” The re- 
sponse to such a question among house 
organ publishers brings varying degrees 
of enthusiasm which may be classified 
as follows: Outstanding success, 13 
per cent; very good, 48 per cent; good, 
26 per cent; fair, 13 per cent. It may 
be said that in most cases the house 
organ is one item which would not be 
dispensed with by the advertising, 
sales, or personnel department, which- 
ever may be its sponsor. 

Typical comments on this point are 
as follows: 

“Over 4,000 of the 7,200 circula- 
tion is by actual request from all parts 
of the world.” 

“Very successful; basing this on 
comments, inquiries, and orders re- 
sulting.” 

“Very successful. We know it ts 
read because we get a substantial re- 
sponse to each issue asking for more 
information.” 

“Exceedingly effective.” 

“Less than a year old, but reaction 
has been excellent.” 


“Highly. 


The salesmen report it ‘s 


reveals inter- 


and success 


well read—frequently see copies on 
desks—makes their approach easier.” 

“It has been the backbone of our 
promotion activities in the alloy field.” 

“Good enough that it has been pub 
lished for thirty-two years.” 

“Unusually successful from an edu- 
cational standpoint.” 

“Remarkably successful. Customers 
consider it their own magazine; throw 
bricks and bouquets; contribute ar- 
ticles and photographs; raise hell when 
the issue is late; reply strongly to 
keyed advertisements.” 

“If we were to curtail advertising, 
this would be the last item cut.” 

“Very successful; has been issued 
monthly without interruption for 
thirty-four years.” 

“Even management says it is a 
‘must’ on the advertising program. 
Has worked out very well.” 

“Very. Magazine received with 
much local interest and is frequently 
quoted to back up arguments in lunch 
time conversations.” 

“Book is well received by employes ; 
extra copies requested; many employes 
take copies home; management feels 
book is doing good job.” 

“Very—you should hear the howls 
if an issue is late.” 

“Believe it has helped to foster what 
is known as company spirit.” 

“Has contributed materially to bet- 
ter feeling along with other allied 


activities.” 
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“After two issues we are very much 
encouraged with response.” 

“Always awaited with interest by 
employes.” 

“Recent questionnaire indicates pop- 
ular approval by ninety-eight per cent 
of employes.” 

“Has helped materially in building 
employe morale and understanding.” 

These comments apply to house or- 
gans of manufacturers of products of 
practically all major classifications. 
Therefore it is reasonable to assume 
that the success of a company publica- 
tion, regardless of its type and the 
field it goes to, is wholly dependent on 
the skill and ingenuity with which it 


1s edited. 


Why Some Are Discontinued 

All house organs which are started, 
however, do not live to a ripe old age, 
and the reasons for this are varied, as 
the following comments indicate: 

“We discontinued all promotional 
work in 1938 because of our inability 
to handle more business. We shall 
resume, of course, when necessary.” 

“In my former connection, we pub- 
lished one for about a year but the 
depression killed that.” 

“Discontinued—editor too busy 
with other duties.” 

“We formerly published two house 
organs discontinued because cir- 
culation grew too general to make it 
possible to interest all readers. Origi- 
nally intended for our salesmen and 
the salesmen of our jobbers and dis- 
tributors on these two _ products. 
Gradually other names were added to 
the mailing list—architects, purchas- 
ing agents, customers of all kinds. It 
became impossible to do an editorial 
job to satisfy all of these various types 
of readers. Consequently, we gave up 
the whole idea.” 

“Discontinued due to fact that per- 
sonnel following it did not have time 
to follow regular duties.” 

“Discontinued—too busy.” 

“Discontinued during depression 
years as an expense that could be elimi- 
nated, even at some hurt to ourselves. 
Since then our plant has been unionized 
and the book has never been re-issued.” 

“Suspended in 1932 during depths 
of depression and has not been re- 
sumed to date because of lack of per- 
sonnel to handle it.” 

“Editor died, and no one was avail- 
able to replace him.” 

“Due to change of stock ownership 
and management, this publication has 


been discont inued.”” 
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“After about six or seven issue 


didn’t feel we were receiving full \ 






for the time, money, and effort s; 






in publishing.” 






“Paper discontinued after bus 






was sold—results were startling—a‘ 






ten years men still ask about it— 






months wrote in for copies.” 




























































“Discontinued in 1937—neces 
to reduce advertising budget. 
salesmen have felt this was a ser 
mistake since they believe the h 
organ helped to break down sale 
sistance.” 

“Not sufficiently successful to wae 
rant the expense.” 


How Old Are They? 


Thus we see that house organs often 
are victims of circumstances and, like 
babies, must have special attention if 
they are to grow to maturity. In this 
survey it was found that about 48 per 
cent of house organs are less than five 
years old; 20 per cent are between five 
and ten years; 13 per cent betw een 10 
and 15 years; six per cent between 15 
and 20 years; four per cent between 
20 and 25 years and 25 and 30 years; 
and three percent over 30 years. In 
the latter bracket are one each 33, 35, J 
36, 37, 49, and 74 years old. 


Principal Functions 


While the principal function of the 
house organ is more or less obvious 
from its general nature, some of the 
statements on this point are signifi- 
cant: 

“To prevent customers of one prod- 
uct from thinking that’s all we manu- 
facture. To keep everyone informed 
regarding all our products.” 

“Low pressure sales medium tor a 
broad line of products.” 

“To convey technical information 
and news of products to members ot 
the industry.” 

“To keep contact with prospective 
purchasers who already have be n- 
terviewed but are not ready to pur- 
chase immediately.” 

“To secure orders at lowest 
any advertising source.” 

“To keep sales force better int ed 
on changes at home office, sales 
etc.” 

“Make 


familiar with our units.” 


dealer organization re 









“Education of salesmen and 






nation of eight branches.” 


“To induce electrical jobber e- 







come authorized distributors.’ 





“To instill good will with 
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man things about our business organi- 


Z yn. 

[o promote sound employer- 
loye relationships, stimulate sug- 
tions, give information on company 
p cies.” 

Drawing individuals into closer 
touch with one another and with the 


company.’ 


Most Popular Features 

The most popular features of house 
organs range from A to Z and in- 
clude: Market statistics; problem solu- 
tion story in pictures; contractors’ 
success stories; travel stories; recipe 
page; questions and answers; presi- 
dent’s comments on topic of the day; 
mentalnastics, a mathematical page; 
contest letter from operators and me- 
chanics on their best ideas; fiction 
story; biographical stories of scien- 
tists; how to sell articles; puzzle; 
comparison of sales with competitors; 
sales chart; new product information; 
personals; sports; hobbies; cartoon of 
the month; “Hats Off” department 
giving recognition to individual or 
department that has done outstanding 


job 


Manpower Required 

From previous comments it is ob- 
vious that if a house organ is to suc- 
ceed someone must see that it comes 
out regularly and its contents must 
be bright and interesting to compete 
with the mass of other reading matter 
available to everyone. A study of this 
phase of house organ operations revea!s 
that the number of persons who de- 
vote considerable of their time to the 


publication is but one in an even 50 


per cent of the cases. Two persons 
devote most of their time to the pub- 
lication in 30 per cent of the cases; 
thr n 13 per cent; four persons in 
three per cent. On two publications 
there are five persons who give the job 
most of their time: in three cases, six; 
In < case nine, and in four cases 10 
per are engaged in the task. 

nost instances the head of the 
de nent responsible for the issuance 
ot publication is the editor and 
do bulk of the writing. 


Who Is Responsible? 


irdless of the type of house or- 

ga hether external, sales, or inter- 
advertising department is re- 

e for the publication in 58 per 
ce the cases. This leadership like- 
plies to the individual groups. 
11 per cent of the cases the 
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sales department heads up the activity; 
the sales promotion department, eight 
per cent; agency, six per cent; about 
five per cent each for the personnel 
department and a combination of the 
advertising and sales departments. In 
less than two per cent of the cases 
does the executive or management di- 
vision direct the house organ effort. 


Styles and Sizes 

The sizes and formats of house organs 
may be grouped into four general divi- 
sions: the tabloid or news style; the 
deluxe magazine format; the standard 
group; and those of miscellaneous 
character. The standard size, ranging 
from 8x10'4 inches to 834x113, 
inches, is by far the most common and 
comprises 73 per cent of the total. 
This group includes the popular 8!'2x 
11 size which is the standard for 62 
per cent of all house organs. WEIRTON 
MARCHES FORWARD! 


The tabloid size is the next most 
popular, accounting for 18 per cent. 
This group ranges from 10x15 inches 
to 15'4x21'% inches. Its greatest use 
is in the external and sales divisions 
and includes the few rotogravure pub- 
lications which are issued. The format 
usually is newspaper style, with a va- 
riation of from two to five columns. 

Only eight per cent of house organs 
fall into the deluxe size division which 
ranges from 9x11'% inches to 934x 
1234 inches, with the exception of a 
couple which extend up to 11'4x14 
inches, patterned after the pictorial 
publications. The format of this group 
is highly individualized. Along with 
some of those in the standard division, 
a number of these magazines equal 
anything in the general publication 
field, and far excel the average as ex- 
amples of modern graphic arts. 

There is no approach to a standard 
for the number of pages in house or- 
gans, this factor being determined by 
the job to be done and funds avail- 
able. There are more four-page publi- 
cations than any other two, followed 
by eight pages, 12 pages, 16 pages, 24 
pages. 


When Issued and How 


The monthly house organ far out 
numbers any other, that frequency 
being the practice of 54 per cent; 33 
per cent are issued bi-monthly; 20 
per cent quarterly; and only three per 
cent weekly. External publications, of 
course, are mailed direct to the reader; 

4s 


but internal or sales organs are mostly 
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distributed to the recipients at the of- 
(Continued on page 101) 
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| While Shell Oil salesmen are doing a custom research selling job on each prospect for the new Shell Turbo oil, forceful copy in a long list of business papers is driv 
the rust-prevention qualities of the product which are substantiated by a test of four leading brands of steam turbine oil and emphasized in the copy as sho 









Test Evidence Used in Launching 







































Publication campaign dramatizes rust-prevention theme; 
custom research selling job done on each prospect 
| 

@ UTILIZING a “custom-made” Shell Oil Company did not share the strip immersed in Shell Turbo oil 
merchandising approach, Shell Oil the widely held view, however, that shows no rust, while all the others are 
Company is currently introducing it would be impossible to develop a badly rusted. 
Shell Turbo oil, its new improved lu- single oil able to prevent rust, possess While these announcements will 
bricant for steam turbines, to opera- oxidation stability, separate from continue to appear throughout the 
tors throughout the country. An water readily, and also meet the nor- year in sixteen business papers, main 
extensive business paper list, supple mal requirements of a turbine lubri- reliance will be upon the basic met 
mented by direct mail, provides sales cant. Shell research men put their chandising formula followed by ¢ 
men with a fertile prospect list to be heads together and the result has been company in gaining acceptance fol 
followed by individual attention and the recent introduction of Shell Turbo all of its products in the industrial 
inalysis. oil. field. Shell much prefers to do a « 

Steam turbine operators have long Although placed on the market the tom research and selling job on ea 
been bothered by corrosion in oil cir- middle of last year, business paper ad- prospect, since no two pieces of 
culating systems, but only within the vertisements announcing the new chinery or sets of operating condi 
last few years has rusting of sensitive lubricant did not appear until Feb- are deemed alike. Each has its 
governor parts become a real thorn in ruary of this year, when Shell engi- peculiarities. It is the job of the s 
their sides. More intricate designs ners finally became convinced that man, in coéperation with the eng 
und a continual lessening of clearances Turbo oil had successfully passed its and chemist, to analyze and antic 
in steam turbine governors are largely experimental stage. Copy dramatizes each customer’s needs. 
responsible for aggravating the situa- the sales story based on tests con- Before trying to sell a dro 
tion to its present seriousness. Al ducted on four well-known turbine Turbo oil to an operator, for exa 
though lubric ints with rust-resisting oils, including the new Shell product, the Shell salesman first compile 
qualities have been developed, they by immersing steel strips in the vari- haustive data concerning the 
seemed to lack the primary attribute ous brands mixed with water for type, age, and conditions under 
of being able to stand up for long forty-eight hours, under severe test the prospect operates his stean 
sustained periods in modern high conditions. A photograph of the four bine. This is checked against m 
steam pressure and temperature opera- strips after testing vividly portrays ous case-histories of similar tu 
tion, Shell’s claim of rust prevention, since (Continued on Page 87) 
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The Twelue Most Important 1941 


What to say in your business paper advertising that 


will help industry meet its most pressing problems 


@ TODAY some plants are busy be- 
cause they manufacture a product of 
recognized superiority while others 
are busy simply because their better- 
recognized competitors cannot make 
deliveries. For whatever reason, many 
companies share a common condition 


booked for 


Thus many 


—their production is 
weeks or months ahead. 
may imagine that they are all in the 
same boat, the boat flying the false 
“Oversold,” their 

advertising 
actually vastly different. I shall tell 


banner, whereas 


sales and problems are 
you presently why I believe this ban- 
ner is a false one. 

For that matter, not all businesses 
are loaded with advance orders. There 


are darkhorses, newcomers, and others 


who, for some reason, have not yet hit 
their stride. This is just one of the 
factors that make it dangerous, nay 
impossible, to generalize on the sales 
and advertising considerations con- 
fronting all businesses today. 

You will readily forgive me, there- 
lore, for not attempting to prescribe 
a pl € program by which each of 
you utilize his business paper ad- 
vert g to its greatest possible ef - 
fect. [here isa “next best thing” that 
I ¢ , however. That is to sum- 
mar tor you the collective opinions, 
pol ind decisions already reached 
and rently in effect throughout the 
ind | advertising field. 


s to a study made with the 


address before the Industrial 


pi tal of the Advertising Fed- 
M \merica convention, Boston, 
"e and previously before’ the 
a Marketing Association and 
\. trial Advertising Association, 

industrial Marketers of Cleve- 
A The Mason-Dixon Industrial 


Ss, Gettysburg, Pa 
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assistance of my staff, | am able to 
present a detailed, up-to-date review 
of copy trends in business paper ad- 
vertising. Let us then examine the 
applications of advertising funda- 
mentals that are being made specifical- 
ly by companies to meet every sort of 
changed condition and new problem 
that arises today. 


A Fundamental Reaffirmed 

To make this review possible, we 
have analyzed hundreds of advertise- 
ments appearing in magazines which 
constitute a true cross section of the 
business press. The advertisements 
selected for study were chosen from 
a range of 5,000 specimens appearing 
in magazines issued during the first 
quarter of this year. 

In our study we were not con- 


cerned with advertising techniques, 
but with 


basic appeals. We felt that if we could 
classify basic appeals, we could indi- 


motives, objectives, and 


cate not only what business paper ad- 
vertising is doing, but, in effect, what 
it should be doing right now for you. 

The first conclusion drawn from 
this study completely reafirms a key 
fundamental of business paper pub- 
lishing: industrial advertising, if it is 
to serve the seller, must first serve the 
buyer by giving him information cal- 
culated to solve his business problems. 
Nearly all the 
studied revealed a recognition of this 
fact. 

Now, as we analyze these hundreds 
of advertisements, what, do we find, 
We shall not 
attempt to classify them in the order 


advertisements we 


are the basic appeals? 


of their importance. But there is one 


outstanding theme that transcends the 
others. This, as you might have sup- 
posed, is: 

“How to increase production.” 

As recently as a year ago, I believe, 
this appeal might not even have ap- 
peared in any list of industrial adver- 
tising themes most widely employed. 
Today it has unquestionably moved 
into first place ahead of the more fa- 
miliar, longtime favorite, “How to 
cut costs.” 

How shall we explain this change? 
Well, “how to increase production” 
reflects, of course, industry’s reaction 
to the gigantic new job ahead of it. 
And this job comes upon us at a time 
when, unfortunately, our industrial 
efficiency, as measured by equipment 
obsolescence and available trained per- 
sonnel, is at a very low ebb. For ex- 
ample, before the defense program be- 
gan, seventy per cent of our machine 
tools were over ten years old—the 
highest degree of machine tool obso- 
lescence in our history. 

No wonder, then, that advertisers 
of every kind of 
service are telling industry how their 
products can help to boost production! 


equipment and 


More important stili, hundreds of ad- 


vertisers are showing amazing re- 
sourcefulness in putting across stories 
of the way in which production can 
be increased with present major equip- 
ment by use of auxiliary devices. 

I would not have you suppose, 
however, that “how-to-increase-pro- 
duction” is the only basic appeal now 
being used effectively by advertisers. 
On the contrary, our study shows 
that this is merely the leader among 


(Continued on page 24) 
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THESE ARE 

THE MOST PRESSING 
PROBLEMS IN BUSINESS 
AND INDUSTRY TODAY 





HOW BUSINESS PAPER 
ADVERTISING IS HELPING 
TO MEET THESE PROBLEMS 





WHY THESE PROBLEMS 
ARE IMPORTANT — THEIR 


FUTURE - AND WHAT THEY 
MEAN TO ADVERTISERS 
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THE NEED FOR 


Increasing 
Production 


With New Equipment 
735 hours per hundred saved nm 
mac hsnung shell mandre! bodes by 
ow turret lothes. They enabled « 
machwne company to produce shell 
mandrels tor shell mandrel assem 
bhes at the rate of 100 in 103 hours 









THE NEED FOR 








presses.” (Reeves Pulley Co.) does the same job.” (Square D 
Company) 

Don't let slipping. troublesome New Locations 

anves the po £ ding? Consider Blinc 
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nstalled hiters which are cleanable 


while in operation.” (Cuno Eng 
neerng Corp) 














system floor space was doubled in 


About three-quarters of a bil- 
lien dollars worth of new 
plants have been built or con- 


lense contracts have been 
awarded. New piants have 
so far been built largely for 
det qui ts. few for 
stimulated consumer goods. 
Many more new plants will 
be built. In addition. many 
more plants will manage. in 
one way and another. to get 
more capaaty out of exsting 
plants. Harassed business 








THE 12 MOST I 


Based on an analysis of { 
during the first quarter of 















THE NEED FOR 





the production you need. — are 
qood tools. They can multply man 
power for you. in actual test, the — 
hes increased output 40°.. 30 
60°. over other simular tools.” (Ov 
horn Manutertunna Co.) 
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inventory. (Facts are given to 
prove these statements). (McCas- 
key Register Co.) 
Record Contre! 
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Saving Time 

“Two Day job Now Done in 3 Hours 
With our Power Lubncaton.” Ad 
vertser gives case example. quot 
ing sotished user by name. “When 
@ machine which formerly required 
two days to lubricate can now be 
hushed in three hours you can un 
derstand why we are so enthus- 
aste abhout — power lubrication.” 
(Alernte Corp.) 


terie! per year. In 1939 (latest 
date available). 7.887.000 





men will scan their 


tremendous. 
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THE NEED FOR 


More Power 






New Equipment 
t you need more steam quickly 
here's a design for prompt ship- 
ment. All drawings for this bouler in 
stallahen (illustrated) are on bile 
and we are ready for production 
@s @ result of previous expenence 
im building this particular unit. 
(Edge-Moore Iron Works. Inc.) 


From Present Boilers 

Get 33°. to 100°. increased output 
from your present boilers with « 
mumimum of new capital investment 
30 te 70 day delivery. f you want 
more steam quickly. investigate our 
stokers.” (Johnston 6 Jennings Co.) 


Just hie instalhng a bigger gener 
ator in @ hurry. and at lower cost. 
700 kwa of generator capacity re 
leased by installing 1550 kve of 
capecitors—and this in addition to 
@ 10 to 30 per cent increase in sub 
stenon loadebility. They re easy to 
stall. too.” (General Electnic Co.) 


“Stretching” Capacity 

The call tor more steam and power 
can be answered economically. The 
problem of stretching present ca 
pecity involves the ecquisiten of 
complete knowledge of existing 
condinons so that losses may 
be elirmunated and optimum operat 
ing ethoency maintained. We can 
render a complete power pian! me 
tenng and control service.” (Repub 
hc Flow Meters) 


Wiring survey shows how to re 
duce power losses. Remember 
power leaks aren! wsible Nine out 
of ten plants cre unaweore of these 
power losses. (Manulecturer offers 
power survey through contractor }. 
(Anaconda Wire & Cable Co.) 


Avoiding Shat-Dewns 

Stop Shut-Down Losses. These pic 
tures ulustrate the tremendous sav 
ings our joints offer in hme trouble 
money and hard labor under grvel- 
ling conditons. Repacking shut 
down are eliminated as these joints 
never need repackung.” (Yarnall 
Wanng) 


A Record For Constant Operation. 
Trouble tree turbine means trouble 
tree operation for prominent tue! 
company. A case history showing 
the trouble-tree service you can ex 
pect wherever you install . . . (Cop- 
pus Engineenng Corp.) 


companies 
ufacture large generators. 
. any ) 

increase in utility and indus- 
trial power plant capacity is 
not in prospect. 50% of all 
power produced is wasted 
between fuel consumption 
@ national power shortage 
may or may not happen. it is 
Certain that as industry gains 
speed. tremendous efforts will 


be made to reduce power 


perate search is on for any- papers thirstily for ideas to in- 
thing to increase producton. crease plant capacity. losses. 


This chart presents the twelve most important problems confronting industry today and summarizes what A\‘red M. 
to be the most typical and most frequently used sales appeals of today, and thus indicating how industria’ adver 
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ANT 1941 SALES APPEALS 


Ness AND INDUSTRY 


nlysis of thy American manufacturers, as reflected in their business paper advertising 
quarter of ling to the problems in business and industry which they help to solve. 
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Improved Dealer 
Relations 











THE NEED FOR 







FOR 











Don't Gamble . 
co se word panne sagen te 
Now more the adaptability to an inhnute 600 of 10 60 

plant at full shapes. uses. and pur motor coaches Oo enly tooet 
atiord to rah plastic will serve for the power wo ah on 
protecton thet make. the urgency of labor cost. io cee —- 
high quality suggests thet the change the benehts oe quictly : 
nial thout delay. Bottlenecks of a textile out ot between thew 

lousee euteln These homes and factories. Netonal. 
protechon equ , " state and aty officials siteuld do 

Gahgher Compan take full gent’ thew utmest to rebeve coach oper 

prod ators » all handicaps.” (Yellow 

Ou That Does! 
reduce spodage Pesites 
zero by changing “We interrupt ow 
doesn! creep - 
enqgmeern une Oo pom 
reducng spodew mal 

Texes Company — 

tense us requnng 
are ding feciiibes 

Reducing Reject thet they have already increased 

Whel price producten while lowenng prices 
heep pace wih And de not forget to add: “De 
un your plant? I Build Markets — Advertise aluminum amply 
the demand tor ‘ some tunde 
can help you gst ‘When armament spending dimun umunum dees 
lous selects ushes. management will face prob- Ce. of 
mn irriteting hand cleanser. (Wes lems < ae — — wn 

Disuniecting Co.) crease b mean 
= oe P known. Fi ale’ Oe 
ever ‘ar manage 

With Built-in eee Gee ment will take steps now to set thei 

Another reason _Eumunate ashroom Double house in order. Protect your future 
sateguard product bines workability with high cor Standard. In the eam ee. sales and business today: keep 
formance. On the romon resistance. Ferrous and non geociate — = rome your prospects wanting your prod 
above we are ferrous combinahons give you met towels. Our como y ucts: build markets that will absorb 
trom 004" to 625 ais with magnehc and non. magnetic service will help you wesh your capacity we feturn to 
we control ow surteces.” (General Plate Div.. Met rooms comfortably. hygienically norma! times: new buyers 
physwcal means als & Controls Corp.) and economically.” (Scott Paper with merits do 
many leading THOROUGH 
heip satequard the selling. To do 
customers by Engineering Counse! ently str 
into thew products lt it's @ problem in steel. why not good 
od Steel Co) lems with which you. too. are con- 

cerned. (Lewyt Metal Products Co.) says 
very 
With Better cut. “Read 

When loomnng for about all kinds of injury-preventing ubout making 
usb bor hus product safety clothing and safety devices.” plete —— line. 
locturer hemtetes (Satety Clothing & Equipment Co.) trick. They help 
Such hen eh  wetise be tor ail time. The Amer 
whe @ wor your future all time mer 
ish. That's the Impreving Employee Relations ' tive and ican system cannot survive here 
cerns. the “Eat in Comiort and Work in Peace rect mail unless the totalitanan system is de 
bring thew : 

(Fi Ename L 

- wes te work in. ht gives outlying loca- 

with hon desirable convenience. It pro 
Better motes a tnendher atmosphere be. tem go? Better look first at ho: 

Have jew 8 tween factory and othce. (Albert bes peal aan oo ee 
Nip ths oe Pick Co... Inc.) Amencan system is worth workang 
pearance r for. (Here the odvertiser compares 
- . A. Safeguarding Health typical workman s lot under the two 

- “ 4 ‘ind " ystems. Wages. work. savings 

« coil of yon on be ~adagesns - toed. and the tke.) 
\ b @.) “Which do you 
= ts Om diers’ are being mustered into ser went? Th corel sto = ie 
ploy “Make Today's Defense Necessities amount of work you produce today 
ver An Investment for Tomorrow. Four depends which you will get.” (War 

—_ r] Va eal reasons why you should consider ner 6 Swasey Co.) 
oa ey : es 4 81888 ¢ ven our electnc transmmussion systems for 
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Foster Machine Ce tion of a—diesel engine.” (Cater- day's conditions.” (Crane Co.) 


No Quality 
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Four Million 
New Workers 


move trom the large tub.” (Barton 
Corp.) 
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Needed 


Coming 
Economic War 







Tell Them 
— Now 


incentivestor Emphasis is now heavily on It is estimated that by June of Biggest share of increased re- When the men in the armed Business and Industry would 

wet quality. (1) i ing producti The this year all industries will tail sales trom the 90 billion services. and the men in de- probably still be in the dog 

ability te © low-cost motive in purchas- have employed 4.000.000 new national income predicted for fense factories. have done house but for the defense de- 
ing i b d. 1941 will come trom $2000 and 


markets (2) 
















ing is somewhat 9 
But don't let this fool you. The 


kers! Men working at jobs 


their job. regardless of any 





mands upon our factories. Re- 





‘ects Of with which they are largely $9000 income groups—iarge- ensuing foreign ec gardless of heroic and patri- 
easing unfamiliar — and for strange ly new customers for the deal- otic services rendered during 
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ry Management & Maintenance," and his staff found on a study of 5,000 business paper advertisements 


industry and business solve current problems by giving them practical and useful product information 
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[CONTINUED FROM Pace 21} 


4 group ot themes employed to meet 
some twelve of the different types of 
major problems confronting industry 


today. 


How Advertisers Are Meeting 
Industry's New Needs 

Besides the need for increased pro- 
duction, then, we find these following 
problems—many of them the direct 
results of the defense situation—to 
which industrial advertisers, the pur- 
veyors of industrial information, are 
supplying the answers through the 
business press: 

—the need for increasing plant ca- 
pacity, 

—the need for conserving man- 
power, 

—the need for more power, 

—the need for improved product 
quality, 

—the need for quick deliveries, 

—the need for materials, 

—the need for increasing profits, 
—the need for improved safety, 
health, and employe relations, 

—the need for improved dealer re- 
lations, 

—the need for preparing for future 
operations. 

—the need for improved business 
ind public relations. 

And may I suggest again that you 
study the more detailed review of 
these points in the accompanying 
chart? For it discloses many sound, 
factual advertising motives which it 
may be import int tor you to consider 
in connection with your own approach 


to industrial advertising. 


Other Observations from the Study 


Over-all we find, as we examine 
these data, the basis for some inter- 
esting and worth w hile general con- 
clusions: 

There is a decided trend, for exam- 
ple, toward more informative copy. 
The ABP ' 


ing a fine job of bringing home to ad- 


Tell All” campaign is do- 


vertisers this key fundamental of good 
advertising. 

There is a most fortunate absence, 
considering the times, of eagle-scream- 
ing, flag-waving, and other pseudo- 
patriotic motifs. Business has real 
problems to face—tough ones. Busi- 
ness men expect help from the adver- 
tising pages of their business papers. 
Protestations of patriotism, though in- 
teresting, are not generally helpful. 


The most helpful copy is the copy 
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NOW- 


TURRET LATHE 
TOOLS 





wow it mELPs new TO GET TeUR corr 











Although Gisholt Machine Company, like all 
other machine tool builders, is having diffi- 
culty keeping up with orders for machines, 
it is pushing the sale of turret lathe tools 
to help customers get better production 
from older machines now in their plants 


which gives practical, usable infor- 
mation. 

There is a place for advertising 
which frankly states what the com- 
pany is doing for defense—and there 
is a place for that kind of copy in the 
business papers. But our study indi- 
cates that such advertising is general- 
ly being considered as a separate cam- 
paign embarked upon for very specific 
reasons and not used as a substitute for 
product advertising. 

There is a definite trend toward a 
greater use of pictorial and graphical 
methods to dramatize sales points. 
There appears a very strong trend to 
extend the use of case examples as 
proof of benefits offered. 

I wish again to emphasize that the 
value of this study lies largely in the 
perspective it provides. It reports on 
the sales and advertising policies of 
American business today and_ thus 
bring into sharper focus the problems 
of American business and industry 
upon which sound advertising appeals 


can logically be based. 


A Warning Against “Trick” 
Copy Appeals 

Boiled down to a simple furndamen- 
tal, we find that advertisers are get- 
ting attention by telling what the 
prospect wants to know. So, if we 
clearly understand the prospect’s prob- 
lems, we automatically find the sales 
and advertising appeals which make 
our advertising most effective 


There is a very great danger that, 





just because our plants are filled 
capacity, we may be drawn off | 
into the use of “trick” copy appe 

It is quite natural that as conditi 
change, we should seek to conform 
them. But it is fallacy to suppose t! 
new conditions have altered fundam 
tals. They merely change their ap; 
cation. 

You expect to be in business fo: 
long time. You must sell those bene! 
which your services and products « 
deliver at any time. That is fund 
mental. The change in the applicati 
of the fundamental is simply to adapt 
your appeals to present day need 
And that is the one rock bottom fac 
which, in my opinion, this study h 
proved. Regardless of whether you 
temporarily “oversold,” the only co 
sideration which will keep you in bu 
ness over a period of time is to have 
sufficient customers and prospects who 
thoroughly understand the benefits 
they may receive from your products. 
Don’t forget as you study the exan 


ples of copy appeals currently being 


s 


used by industrial advertisers 
shown on the chart) that there ar 
among them a great many whos 


plants are today filled to capacity. 


What About the Oversold 
Problem? 


Now I should like to discuss on 
question which it is essential to revic 
in any sound approach to the large 
Naturally 


some executives will ask: ““What can 


problems of advertising. 


we say in our advertising when we are 
oversold?” To this we readily find 
the answer in our study of current in 
dustrial advertising themes. 

But occasionally we are asked also: 
“Why advertise at all when we are 
oversold?” and I think it is vitally 
essary to look searchingly and frank!y 
at the problem this raises. 

First, let me report that business 
has shown practically no dispositior 
rest on its advertising oars. In my own 
publication, we carry the advertising 
of over 400 companies represent 
every size of business in America. ! 
would be hard pressed to give you (he 
names of a dozen companies that 
reduced their advertising becaus 
being “oversold.” I can think of 
that has stopped advertising for 
reason. 

Moreover, I doubt that there 
business in America that is act 
oversold. | know thar sounds 
lievable. But this is what I mea: 


(Continued on page 80) 
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Have you ever wondered what rules guide the efforts 
of copywriters in large advertising departments like 
Armco? Here they are; maybe you can put them to use 


The Armco Advertising Writers’ 


@ TWELVE or thirteen years ago 
when we were struggling to clarify 
and define our philosophy of advertis- 
ing, as it related to the commercial 
and other interests of The American 
Rolling Mill Company, it seemed wise 
to set forth some general precepts that 
would guide us in the years to come. 
Not all the precepts were put into 
written words then, because we were 
not consciously aware of them all. 
Only the experiences and travail of 
the passing years could draw out and 
crystallize a reasonably definite credo. 
So, gradually and even painfully, the 
“philosophical style sheet” grew, until 
today it seems to cover most problems 

that arise. 
his writers’ credo does not pretend 
to be a technical reference guide for 
the Armco advertising writer. That is 
something else, and of no special inter- 
est to advertising men at large. It is 
intended only to be a simple concept 
ot what the written word means to us 
ind of what it can do for us when 
wisely and temperately used to help 
ron and steel. It reads as follows: 

Concise—Brevity may be the 
| of wit,” but conciseness is what 

we strive for in Armco advertise- 

There is a difference. 

“You Attitude’”—Armco ad- 
ements and sales literature should 
is their aim the buyer’s view- 
ind interests. Understanding of 
culiar problems should pervade 
line. 

Braggart Loses—Braggadocio 
o place in our advertising. The 
instinctively resents pretentious 
ng and glorification of product 
ipany. Let us guard against this 
oryism, especially in institutional 
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Guide 


By WILLIAM E. "BILL" McFEE 


Manager, Copy and Plans Depart- 
ment, The American Rolling Mill 
Company, Middletown, O. 


advertising, where it is most likely to 
creep in. 

Interpret, Don’t Describe—Strive 
unceasingly to interpret the product in 
terms of the reader’s interest. Remem- 
ber that the buyer ordinarily creates 
the demand and that it is our obliga- 
tion to supply a product that will ful- 
fill his needs. “Interpretative salesman- 
ship” in advertising helps span the 
natural gap which exists between user 
and producer. 

Truth Is Conviction—Make your 





William E. ‘Bill’ McFee, manager copy and 
plans, American Rolling Mill Company, 
Middietown, O., left, receiving a plaque 
denoting life membership in Youngstown 
District Industrial Marketers in recognition 
of his efforts in formation of the chapter 
while president of NIAA. The presentation 
was made by William S. Miller, director of 
sales education and advertising manager, 
The General Fireproofing Company, Youngs- 
town, Ohio, at a meeting late in April 


every word, phrase, and sentence ring 
with the unmistakable tone of truth. 
If you are sincere in your conception 
of the merit of the product and its 
suitability for the reader’s require- 
ments, the advertisement is certain to 
convince by its very sincerity. Never 
tamper with truth, but do not hesi- 
tate to temper it in the interest of 
credibility. An unbelievable statement 
is lost from the first word—and busi- 
ness may be lost with it. 

Sated with Selling—Overselling in- 
variably leads to underbuying. Tell 
your story naturally and fully, and 
then stop. In advertising as in selling, 
many a promising sale has evaporated 
into thin air because the writer was 
too eager and didn’t know when to 
stop. 

The Art of Subtle Concealment— 
Show your prospect the advertising 
stage in all its glory, if you will. But 
do not raise the curtain between acts. 
Good showmanship demands that you 
reveal the effects without showing 
how these effects were achieved. This 
is the art of the novelist, the play- 
wright—and the advertising writer. 

The Buyer Comes First—Service is 
a much abused word in the advertising 
lexicon. Yet it embodies in its terse- 
ness virtually all that advertising and 
selling have to offer. Submerge our 
selfish interests and elevate the reader’s 
interests. And let this higher service 
permeate every thought expressed in 
the message, from headline to signa- 
ture. 

Faith Is Indispensable—An adver- 
tising writer denied faith in his prod- 
uct and the company he represents is 
like a balloon overloaded with ballast. 


He cannot hope to soar above the peaks 
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of reader indifference. Cultivate faith 
in the products and in the company 
you are advertising. When you know 
all there is to know about company 
ind product you can write with con- 
Then you instill confidence. 
Practical 


the air with both feet firmly planted 


fidence. 


Imagination—“Head in 


on the ground.” This is the secret of 
practical or applied imagination. Fan- 
tastic word pictures and stilted talk 
have no place in our advertisements. 
We are tellers of product tales, not 
fairy tales. 

Simplicity Wins a Reading—Sim- 
plicity is the supreme virtue in adver- 
tising. The reader will not tarry to 


unravel complex thoughts. Express 
your thoughts in sparkling language, 
but unless you must be technical do it 
with short, simple, understandable 
words. 


Leave Humor to the Comic Sheets— 


Humor has a place in advertising, to 
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This page from the Spring issue of “Cochrane News" gives the sales division of Cochrane 
Corporation, Philadelphia, a visual breakdown of the company's sales by types of 
products for the past two years and shows what effect the defense program is having 


be sure. Its appropriate use depends 
upon the nature of the product, the 
audience addressed, and the objectives 
set up for the campaign. Consider 
these things seriously before you touch 
off the uncertain spark of humor; and 
then make certain you can handle the 
humorous approach. 

Good Will Must Be Preserved—The 
honor and prestige of the company are 
priceless. Innuendoes and words of 
dubious meaning have been known to 
destroy overnight the prestige that had 
been laboriously accumulated over the 
years. Armco prizes the good will of 
its customers more highly than any 
other of its possessions. To continu- 
ally strengthen and preserve this good 
will is the writer’s first duty. 

Gentl 


estly in ten-point type and a hearing 


Persuasiveness—Talk mod- 


may be accorded you. Shout raucously 
in sixty-point type and your voice will 


be lost in the din and clamor of the 
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“infinite space,” but there is to adver- 
tising space. 
To Be Believably 


curacy is the cornerstone of Armco 


Accurate—Ac- 


advertising. Question every figure, 
check carefully every fact. The figure 
may be erroneous; the fact misleading 
or unbelievable, even though essen- 
tially true. If your facts and figures 
are actual and credible, state them 
candidly without reservation or exag- 
geration. Specificness enriches the 
sales soil; indefinite or hazy impres 
sions impoverish it. 

Positive or Negative Ap proac jy2— 
Be positive in your appeal unless 
negative tone is clearly indicated 
analysis of the market and buying 
habits. People—whether they be er 
neers, sheet metal contractors or ho 
wives—instinctively turn to the br 
picture, the happy phrase, the opti 
tic outlook. Almost without excep 
you will want to reveal the happy 
sults which accompany the use of 1 
product or services. 

These Things—Know \ 


(Continued on page 99) 
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1040 ORDERS 
1930 ORDERS jini 
APPARATUS: Deaerators for Navy and other marine applications changed the 
normal industrial picture considerably. The process industries, because of defense 
expansion, rose from 4th place in 1939 to znd in 1940. Public utilities and metal- market place. Brutal type and boiste 
working industries consequently slid back to 3rd and 4th positions. : . 
ous shouting have no place in Arm 
Dakine? 65.2% é 
PROCESS adv ertisements. 
vet. False Impre Are Fatal—S 
OTILITIES alse Impressions Are Fatal—Su 
METAL - . " 4 
WORKING terfuge is the arch enemy of 
BUILDINGS : D : . | . 
TEXTILES vertising. ressing your advert ; 
int ment like a newspaper or magazi ; 
TRANSPTN . : di ’ ‘ 
story may win you a reading and | 
wooo ; : 4 ; 
MINING you a potential buyer. One prosp: 
PUBLIC 3 . - ° 
WORKS won over and his confidence gained 
misc 
better than a thousand prospects w 
SPFCIAL TIES: Navy and Marine applications, coming from sth plac c, have out have read and doubted. 
distanced the process industries as our best Specialties market. The industrial oe ) ro). 
market remains the Sanne 1s last year m importanc c first process applic ations, I he I ring i ple of Se le ti ity—Sele 
followed by metal working, public utilities, and buildings in that order vour reader with an appropriate a1 
NAVY ANO attention-arresting headline or illust: 
PROCESS ; : : ; 
— tion, or a combination of both. Every 
eSeuie” reader of a magazine will not be cor 
UTILITIES : . 
BUILDINGS cerned with your product or service 
FOOoOOoO es — . . 1 
the time of issuance. Still, it 1s possible 
TEXTILES ° 
TRANSPTN to interrupt those readers who are con 
wooo cerned, and make them want to read 
MINING 
eats your message. 
WORKS oe . ao 
— Tell All But Tell It Succinctly— 
Your advertisement should be individ 
MIETERS: Meter orders have become more diversified in 1940 but the pattern = 
continues the same. The seven leaders as purchasers of Cochrane flow meters ualistic, even though it may be well 
remain in the identical relative POSITIONS as IN 1939 to preserve a certain “family resem 
BUILDINGS 40.7% blance” in a series of advertisements 
PROCESS e . 
PUBLIC. Remember the familiar experience of 
UTILITIES = : 
Fooo being worked up to a fever of suspense 
METAL . m ° 
WORKING in reading a magazine novel, only to 
TEXTILES ‘ <a 
TRANSPTN be let down with a thud by the line: 
NA AND TP. . . . ” 
WARING Continued in next issue.”” Marshal all 
Rens ager lle ingot 
wooo the relevant facts that the reader 
MINING should know about the product in one 
misc ° 
advertisement, but do not pad or over- 
— do it. There may be no limitations to 
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.y EDWARD B. RUBIN 


chards & Rubin, Consulting Editors, Chicago 


Advertising As Buyer Education 


lt is time to take pressure out of copy and include 


data which will help the customer with his problems 


@ THE OPENING ERA of modern 
idvertising is fast coming to a close. 
The “anything goes” period of copy 
is a thing of the past. Advertising 
managers are beginning to think more 
n terms of consumer education and 
less in terms of advertising and selling. 
But the advance in knowledge of how 
to educate the consumer has not kept 
pace with the change in fundamental 
attitude 

Preparing educational materials re- 
quires techniques that have little rela- 
tion to pure selling, and these tech- 
niques have as yet made comparatively 
ittle impression on the habits of those 
who write and edit commercial copy 
directed at the consumer. In fact, 
tew organizations produce advertising 
which can be called educational from 
the consumer's point of view. Yet, the 
sooner advertising managers and copy 
chiefs concern themselves with educa- 


tion and de-emphasize advertising and 


selling, the greater will be their re- 
W 
many advertisers and copy- 
writers, the materials they produce 
but one function—to “sell” a 
ct or a service. Copy, then, be- 
c a written sales presentation and 


talk. “Buy,” “try,” and “use” 
itute the bulk of this type of ad- 
ing. The stress is placed upon 
g these things in catchy ways 
1 will attract attention, along 
1 commanding layout, beguiling 
rk, and appropriate typography. 
g this group of advertisers today 
ose whose plants are practically 
ut and who are wondering what 
can say in their advertising now 
they “have nothing to sell.” 
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They fear that by continuing to ad- 
vertise under these conditions they will 
be antagonizing their customers and 
prospects. This complex is due mere- 
ly to their viewpoint that advertising’s 
function is restricted to pressure sell- 
ing. 

Fortunately, some advertisers have a 
different attitude. They believe they 
have something to sell which the con- 
sumer can use. In this sense, they too 
are interested in selling, but their atti- 
tude toward selling is different—and 
significant. They believe that to say, 
“Buy, buy, buy,” and “The best, the 
finest, the purest,” over and over again 
is a sterile and static technique which 
sooner or later wears itself out and 
leads straight to bankruptcy. There- 
fore, in place of an insistent and 
monotonous message they substitute 
the educational approach. 

The thinking of these advertisers— 
those who believe in the merits of the 
consumer education approach to adver- 
tising—goes something like this: 

“If there is any real reason for my 
staying in business, it is because I have 
something to sell that the consumer 
needs. Therefore, my sales effort must 
be aimed at telling the consumer what 
my product is and how it meets his 
requirements. I must tell him how 
my product differs from those of my 
competitors, and why mine is better. 
In other words, I must educate my 
consumers. I must furnish them with 
facts, and not with slogans alone. | 
must help them in every way I can 
to buy the products they need. I 
must teach them how to buy.” 

This point of view is easy to grasp 


when you consider the advertiser who 





is about to place a new product on 
the market. It is obvious that he will 
have to tell potential customers what 
his new product is for and how they 
will benefit from using it. In a sense, 
he need not worry about competition, 
for the fact that his product is a new 
one precludes competition. But in an- 
other sense, he is always competing 
with others whenever he tries to sell 
anything, for he is competing for a 
place on the budget of things to be 
purchased. Frequency modulation radio 
manufacturers, for example, are in a 
class by themselves. They need not 
worry, seemingly, about competition. 
All they appear to have to worry about 
is selling the idea of their new prod- 
ucts. But even superficial study must 
reveal that the basic selling problem 
is that of competing with the ampli- 
tude radio manufacturers. 

The important point is that any 
product, no matter how old it is or 
what its competition, can be sold only 
if it gains consumer acceptance, and 
that such acceptance can be most satis- 
factorily gained by a positive program 
of consumer education. 

The Westinghouse Electric Com- 
pany is an organization which has long 
stressed consumer education in its ad- 
vertising. That people know some- 
thing about the harmful effects of 
poor lighting and that factory man- 
agers know something about the rela- 
tionship between efficiency and light- 
ing are tributes to Westinghouse ad- 
vertising. 

An example of what can be done in 
the industrial field is found in a re- 
cent ad run by the Shand and Jurs 
(Continued on page 90) 
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Yuba advertising and sales literature is full of factual information regarding the application and operation of Yuba dredges. Photographs and data are gathered by i 
and much of it is sent in by customers. The catalog, printed in cream and black with a black and gold cover, is a veritable record of major dredging operations th 
the page above shows how features of the equipment are illustrated with effective photography. In the center is a typical publication spread ad, while 
pege at the right is one of the current series directed to producers of tin who are now under great pressure for production. Copy directed to export markets carries agen 


Promoting “Tailor-Made” Equipment 
elling at hig Figures 


Yuba advertising speaks authoritatively, building a 


position of prestige and good will for the company 


@® MARKETING 
pieces of equipment, such as the large 
Yuba 


Manufacturing Company, pioneers in 


highly specialized 


mining dred ges built by the 
this interesting field, involves all the 
elements of selling that are found in 
marketing the most commonly used 
factory product. 

Successful 


dredges, proht earners, 


might be termed “tailor-made” inas- 
much as there is practic ily noca ne 
standard about a dredge. They must 
be designed to fulfill specific require 
ments if they are to be used success 
fully for mining tin, gold, and plati 
num. Through many years of experi 
ence, successful methods for predeter 
mining the value of a placer deposit 


ind plotting its characteristics have 


been worked out and today there 1S 
not the element of risk in this type of 
making that is often found in hard 


rock ventures 
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By H. A. SAWIN 


Sales Engineer, Yuba Manufacturing 
Company, San Francisco 


However, there are always newcom- 
ers to the dredging industry, many of 
whom are active in contracting or ex- 
cavating work, which to the casual 
observer appear to have much in com- 
mon with dredge mining. Other new- 
comers are purely interested from the 
financial angle, and sometimes recog- 
nize a dredge’s value only from a dol- 
lars-and-cents point of view. 

Sales of dredging equipment, par- 
ticularly new dredges, must be made 
in such a manner as to protect not 
only the customer, but the industry 
as a whole and the good name of the 
manufacturer as well. It is commonly 
known that a failure in dredging is 


seldom laid at the door of the owner 
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or to the property; it almost inva 
ably is thought to be some fault 
the dredge that brought about 

failure. 
easily if the design of a dredge is 


carefully considered in relation to t! 


property to be dredged. 

A placer mining dredge may 
any piece of floating equipment u 
for excavating gravel and provid 
other 


machinery or equipment 


treatment of the gravel on bk 
leading to the recovery of gold, p 
num, or tin. The metal may acti 
be recovered on board or concent: 
sent ashore for further treatm 
Thus, a dredge may range in we 
from those displacing about fifty 

or perhaps less to the mamn 
California and Ma 


3,750 ¢t 


dredges in 
which displace up to 
Classed as large dredges are those 


placing from 1,500 tons upward 


This can be the case quit 
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hese range in value from $500,000 
co in excess of $1,000,000. Such 
dredges would successfully excavate 
and treat from 8,000 to 15,000 cu. 
yds. of gravel daily operating three 
shifts and having a daily operating 
time averaging better than twenty- 
me hours. Dredges are shut down 
only for clean-up of metal or con- 
centrates and for necessary repairs 
ind changing position on the pond. 

Dredges which might be called me- 
dium in size, range in value from 
$200,000 to $500,000. Smaller stand- 
ard bucketline dredges have a value 
between $65,000 and $150,000. A 
new type of small dredge now being 
marketed has a “single bucket” exca- 
vator and is known as the Becker- 
Hopkins type dredge. Such dredges 
weigh between 80 tons and 150 tons 
and prices range from $45,000 up- 
ward, 

Many factors enter into the design 
of a dredge which affect the weight, 
among these being power require- 
ments, digging depth and desired draft 
particularly if the draft is shallow 
thereby increasing the hull area. When 
recommending Yuba equipment, every 
effort is made to furnish a dredge 
particularly adapted to the needs of 
the property to be mined. 

Yuba’s reputation for building suc- 
cessful placer mining dredges is of long 
standing and dates through its own life 
and its direct predecessors in business, 
to the start of the dredging industry 
in California about the turn of the 
present century. Through close con- 
tact with field operations both in this 
country and abroad, a great volume of 
operating data has been accumulated 
by Yuba; all of which is available for 

in designing new equipment and 

‘oO IN answering questions raised by 
iredgemen throughout the world, or 

newcomers to the industry who 

seeking authentic information on 
hich to base plans for a new venture. 
iba’s sales promotion and advertising 
vased largely upon the accumulation 
uch data and its use to best advan- 
ze for all concerned. The prestige 
ch Yuba enjoys and the prestige 
operating companies employing 
ba equipment has great weight with 
erienced dredging operators par- 
larly. Newcomers to the industry 
etimes are brought in through the 
of what appears to be large poten- 
earnings with little risk, and are 

n primarily influenced in purchas- 

dredging equipment by the price 
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Inasmuch as each dredge must be tailor- 
made for the specific job for which it is 
wanted, Yuba Manufacturing Company uses 
this prepared form for gathering essential in- 
formation on which to make recommendations 


Yuba’s advertising and marketing 
activities are largely directed to the 
accumulation of what might be called 
“news” of the dredging industry and 
its dissemination through the industry 
in the form of catalogs, advertise- 
ments, magazine articles, and technical 
papers published in technical journals. 
A dredgeman is interested in news of 
the other fellow’s operations. What 
works well in one field or a new de- 
velopment which improves recoveries 
might be of some use or value in his 
work. Today’s dredges, while having 
much the same appearance as dredges 
built twenty-five years ago, are quite 
different many times in details. A 
successful dredge, as pointed out, is 
built to fulfill specific requirements. 
When special designs are incorporated 
to overcome conditions which _per- 
haps formerly have been great ob- 
stacles to dredging, they are “news” 
to most dredgemen. 

Yuba’s catalogs and leaflets are all 
prepared from information gathered in 
the field, amplified by sound engineer- 
ing to tell a story. Photographs used 
are often furnished by operators who 
either send them gratis or arrange for 
having pictures made by local photog- 
raphers. 

From this brief description of adver- 
tising methods applying to such spe- 
cialized equipment as a placer mining 
dredge, it is apparent that there is 
nothing mysterious about selling a 
dredge. Any commodity to be sold 
successfully and to remain sold must 
fill the customers’ wants. Associating 


the name of a manufacturer with a 
given product is not new. Establishing 
good will and prestige is of primary 
importance, and in a highly technical 
field is probably of greater importance 
than other forms of merchandising. 

Yuba’s advertising is directed to min- 
ing students through their school 
papers; to dredge owners and operators 
through technical journals; to the 
prospective newcomer through infor- 
mative catalogs and technical articles. 
An effort is made in each approach to 
tell something of “news” value and of 
interest to the industry. The method 
apparently works, as Yuba No. 152 is 
now being designed. Over sixty mod- 
ern Yuba placer mining dredges have 
been built during the past ten years. 

The regular schedule of Yuba copy 
appears in Engineering and Mining 
Journal, Mining and Metallurgy, 
Western Mining News, Mining World, 
and several mining college papers in- 
cluding those of Colorado School of 
Mines, University of Montana, Uni- 
versity of Idaho, University of New 
Mexico, and University of California. 
The Mining Magazine of London is 
used in coéperation with the London 
agent, Alluvial Dredges Ltd. In ad- 
dition, space is used in Phillipine 
Mining Year Book and similar pub- 
lications in Malaya. Agents’ names 
and addresses are shown in all this 
advertising to encourage operators to 
deal directly with the nearest repre- 
sentative if it suits his convenience 
to better advantage. 

Recent Yuba advertising directed 
to the export trade has been stressing 
in particular the dredging of tin, a 
metal much in the public eye at the 
moment because of defense require- 
ments. The indirect purpose of this 
series is to disassociate in the public 
mind to some extent the name of 
Yuba in relation to gold dredging 
only, inasmuch as a large portion of 
Yuba business is the design and man- 
ufacture of dredges for industrial 
metals, tin, and platinum, and today 
its efforts are very largely directed 
toward keeping the tin dredging in- 
dustry at top production. 

Furthermore, inasmuch as dredg- 
ing as an industry changes the ap- 
pearance of land surfaces very rad- 
ically, and public opinion is often 
aroused, a certain amount of public 
relations work is in order. This is 
carried out in interesting and in- 
formative type articles appearing 
from time to time in various pub- 
lications. 
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First, additional immediate sales are not 3 
as important to our customers, employ: ‘ i 
and others, as is the assurance that aft : 
the present emergency has ceased ther 


will be a continued demand for Bauscl 


Lomb products. These advertisements s 
in effect, “See how many pr ducts Baus 
! o& Lomb makes. to serve tl e varied nee 
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= eagetaben sae apse ae Chemistry (Ind.), Journal of Amen 
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Practical Use of Direct Mail 


@ IT HAS BEEN reported from a 
umber of sources that sales managers 


re being hampered because many of 


their best salesmen are leaving to take 


fense jobs or to go into the service. 
his condition will become increas- 
ely worse. Sales managers can get 
ler takers for a dime a dozen, but 
il salesmen are scarce. 
How can direct mail best be used 
meet this condition? Let’s analyze 
situation. First of all, every man- 
icturer has to contend with the fact 
t he has a number of territories 
ch must be covered, but which 
w little or no profit. Perhaps if 
‘men are lost in such territories it 
be much less expensive to use 
ct mail than to break in a new 
man. Now the question is—how 
direct mail be used to get busi- 
formerly secured by salesmen? 


answer is—by practical and ef- 
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By ROBERT STONE 


Director Sales Promotion, American 
Bandage Corporation, Chicago 


fective planning. 

We were confronted with this very 
situation some time ago when it came 
to introducing a new type of self- 
adhering gauze to industrial concerns. 
We found in many instances the 
specific concerns we wanted to sell 
were many miles apart. The cost for 
the salesman to travel from one to 
another would be prohibitive. Yet 
through the use of direct mail, we 
could reach every plant, for the same 
cost, no matter where it was located. 

A direct mail campaign was pre- 
pared after much deliberation and 
testing. Results were phenomenal. 

My purpose in bringing these facts 
to light is to show that a practical di- 
rect mail plan will bring results. 


After all, advertising is merely printed 
salesmanship. I doubt very much that 
our salesmen would have been able to 
open as many accounts as were 
opened as a result of our direct mail 
campaign. It would have been prac- 
tically a physical impossibility. 

Direct mail can be used to sell an 
infinite number of products used by 
the industrial manufacturer. Direct 
mail is especially adaptable to the sale 
of standard equipment and _ supplies. 
Direct mail can also be used to “soft- 
en up” and “feel out” a prospect. 
Then if it looks like a sale is in view, 
it will pay to send out a salesman. 

Isn’t it logical then that direct mail 
can be used to cover these less profit- 
able and sparse territories? 

A direct mail campaign during the 
preparedness program can bring new 
business at a cost far below that of 


breaking in a new salesman. Direct 
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LAUCKS GLUES ARE 
CKLECKL foof 


LS LF LAUCKS, INC. | 
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Modern Glues Were Once 
TEST-TUBE BABIES 
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~~ 1. F. LAUCKS, Ine. 


AMERICAS GLUE MEAOQUARTERS 

















Glue is no easy matter to merchandise on paper so George Pampel, advertising manager, 
1. F. Laucks, Inc., Seattle, decided to get attention with this series of intriguing sketches, 
after which the copy gets right down to selling. Erwin, Wasey & Co., Seattle, is the agency 


mail, likewise, can be used to hold reg- 
ular customers. 

A direct mail campaign at this time 
can be equally effective in your most 
productive territories. In_ territories 


such as these, where representatives 


are essential, direct mail can be of 
special help to new men. One policy 
that When a 


new representative takes over a ter- 


suggests itself is this. 
ritory, send a letter to every one of 
his customers. This will break the ice 
for him before he makes his first call. 


Add a little 
letter. 


interest to the 


Help to 


human 
Give a short history. 
start a warm friendship between sales- 
man and customer. After the first call, 
send a letter thanking the customer or 
prospect tor the courtesy show n the 
new representative. Then start a 
series of monthly mailings which will 
serve as additional ammunition for the 
As you know, codéperation 


that 


salesmen. 


such as this gives the salesman 


much needed encouragement. It as- 
sures him that he is working for a real 
concern, 

When it comes to obtaining repeat 
business, here again direct mail can do 


1 job, whether the territory 1s covered 


32 


We have 


found it very profitable to let it be 


by representatives or not. 


known to our industrial customers 
that we realize the great responsibility 
that has been put upon their shoulders 
as a result of the defense program. It 
is our policy to tell every manufac- 
turer how our products will help them 
to better carry out their part in the 
defense program. 

For instance, we explain to the 
manufacturer that when a.b.c. Gauz- 
band, the medicated, standard brand 
of self-adhering gauze is used, it makes 
it easier for the injured employe to 
stay on the job. It does away with the 
use of excess dressings. Injured men 
return to work quicker. Production 
keeps going at peak capacity. 

One letter which was used to con- 
vey these thoughts is shown herewith. 
This particular letter was sent to a 
group of industrial customers whom 
we had sold in the past. It brought 
back seven per cent in orders. Whether 
you are selling bandages, sweeping 
compound, or machinery, this idea can 
be put over with force in your direct 
mail and business paper advertising. 


As we all know, almest every pur- 





chasing agent is now thoroughly sok 
on the “tell all” type of copy. Fact 
such as these are eagerly sought by 
every wide awake purchasing agent 
During these busy days, the purchasing 
agent may not have time to see your 
representative. Direct mail will al 
ways reach him. Direct mail that con 
tains factual information will creat 
interest. Then the purchasing agent 
may call asking that a representativ: 
be sent to see him. This, as we know, 
is a much easier way to make a sak 

While tying in our direct mail wit! 
defense, we cannot overlook the job 
ber. Every manufacturer who uses 
the jobber as a sales outlet should sel! 
the jobber on the idea of selling his 
customers on equipment and supplies 
which will step up defense work. It 
has proved a very profitable appeal in 
our line of business. It is part of our 
plan to sell him on his importance in 
the defense program. The manufac 
turer in many instances counts heavily 
on the advice of his jobber. The job 
ber must have facts and figures be 
fore him which he can in turn pass on 
to his customers. That is why it is im 
portant that the jobber be given as 
much consideration in the direct mail 
program as the manufacturer. 

A letter which we have sent to job 
bers for the purpose of putting across 
this idea is also shown here. We are 
going to keep impressing our jobbers 
with their importance and will send 
them one letter each month. 

Direct mail is no different than pub 
lication advertising in that it is effec 
tive only if it is backed by practical 
planning and if it is used consistently 
A letter now and then will not do a 
complete job. A direct mail campaign 
should be laid 
advertising campaign in which publi 
cations are used. A schedule should bx 
Here is a 


out the same as an 


made up and adhered to. 
suggested program for direct mai! 
campaigns during defense. 

1. Campaign to cover non-produc 
tive territories. 

2. Campaign to pave the way f 
new salesmen. 

3. Campaign to obtain repeat bus 
ness. 

4. Campaign to keep the jobb 
sold on your program. 

Each direct mail campaign und 


these four classifications should en 
phasize the advantages of your pro 
ucts for speeding up production a: 


(Continued on Page 89) 
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With the Railroads 


Now Planning Further 


Expansion for 1942 and 


1943 ... Take This Step 
to Keep Your Products 


Before Railway Men 


( ‘| RRENI and prospec tive business oppo! 


4 
tunities for manufacturers in the railway 


industry have not been matched since the 
V's. The tremendous increase in trafic and 
buying activity means that railway men need 
T the-minute facts about the advantages, 

cteristics and efficient use of railway 
products . . . data that can best be presented 

kept up-to-date through well-directed 


eSS paper advertising. 


You can do an effective business paper selling 
job to your own railway audience through the 
Simmons-Boardman departmental railway 
p itions . . . because each publication is 
d to the interests of one of the several 
hes of railway activity. Each one has 
alized circulation of important railway 
thus enabling you to select your own 
y audience and to concentrate your ef- 


without waste on the men you want to 


railway traffic, earnings, purchases and 
ex itures for maintenance at new high 


manufacturers of railway equipment 


and supplies are assured a huge immediate 


and long-term railway market. Railway earn- 
ings this year have touched the highest levels 
of any like period since 1929. Car loadings in 
the May 17 week exceeded the 1940 peak. 
Purchases of 419 locomotives in the first four 
months represent the largest orders placed in 
any like period since prior to 1929. A total of 
13,539 freight cars were purchased, the great- 
est of any year since 1929, and the 329 pas- 
senger-train cars ordered in the first four 
months exceeded the number placed during 


— 


any full year since 1937. 


The fact that the railroads will increase their 
freight car ownership by 270,000 cars to meet 
the estimated 1942 and 1943 traffic require- 
ments, is evidence of the value of intensive 


selling now for immediate and future sales. 


Your 1941 advertising and sales program 
should include a strong and continuous cam 
paign to the railway industry, through one or 
more of the Simmons-Boardman railway 


publications. 


Ww Simmons-Boardman Publications 


30 Church Street. New York. N.Y. 


105 W. Adams st.. Chicago lerminal Tower. Cleveland 


6th st.. Los Angeles @ 550 Montgomery St.. San Francisco @ 1038 Henrys Bldg 
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Railway Age 
Published every Saturday. Edited 
from the executive, operating 
and managerial standpoint, and 
read by railway executives, op- 
erating officials, traffic officers, 
purchasing officers and depart- 
ment heads. 


Railway Mechanical 
Engineer 

Published monthly. Devoted ex- 
clusively to the problems of the 
railway mechanical department 
officers, who are responsible for 
the design, construction, main- 
tenance and repair of loco- 
motives and cars, and for the 
efficient operation of shops. 


Railway Engineering 
and Maintenance 


Published monthly. Devoted to 
the interests of the railway engi- 
neering and maintenance officers 
who are charged with the con- 
struction, maintenance and re- 
pair of roadway, track, bridges, 
buildings and other fixed prop- 
erties. 


Railway Electrical 
Engineer 

Published monthly. Devoted ex- 
clusively to the interests of the 
railway electrical officers, cover- 
ing electrical applications in all 
branches of railway service, in- 
cluding heavy electric traction, 
air-conditioning, shop electrical 
equipment, train and locomotive 
lighting, etc. 


Railway Signaling 


Published monthly. Devoted ex- 
clusively to the problems of 
improving, installing and main- 
taining signals, _interlockings, 
centralized traffic control, car 
retarders, communication equip- 


ment, etc. Read by signal 
officers and their staffs. 


Seattle @ Washington. D. ¢ 
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PROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Direct Color Photography 

We have been using wash drawings 
and photographs with some success in 
our advertising, but since the chief 
has recently criticized our treatment, 
we would like a word from you as to 
neu techniques that ma hel p us in 
our desire to develop a change in pace. 

ADVERTISING MANAGER. 


Wash drawings and art work of 


ill kinds is generally giving way in 
the industrial field to good modern 
photographs, including suspended ac- 
tion, unusual viewpoint, and personal 
interest However, some advertisers 
are changing the pace with some very 
good etchings and line drawings that 
reproduce particularly well in business 
magazines. 

The newest and most interesting 
work, however, is now being done 
with direct color photography, which 
is becoming more practical and rea- 


Work of this kind 


requires inserts, as the price 


sonable in price. 
usually 
for four colors in “run of the maga- 


zine’ would be prohibitiy e. 


Publicity Technique 

While our company is not particu- 
larly interested in publicity, it really 
seems to me that we should be getting 
more than we do. When the company 
gets out a new machine or builds a 
new plant or an addition, we always 
fell our story with illustrations, send- 
¢ it to the publications as a matter 
of interest. However, these obvious 
items are usually few and far between. 


in 


Are there any neu techniques of get 
ting publicity that we should b 
stud ying? 

ADVERTISING MANAGER. 

There are no particularly new tech- 
niques, except that the range of pos- 
sibilities 1s probably a little broader 
than you have mentioned—including 
changes in personnel, even a slight 
change or restyling of products, pub- 
lication of new literature, etc. 

An authority on publicity recently 
made the statement that news today 
is divided about ninety per cent on 
what people say, and ten per cent on 
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what people do. If we would work 
along these lines, getting our execu- 
tives to write articles, make state- 
ments, forecasts, etc., this should open 
up another avenue of publicity. 


fEptror’s Nort This subject was cov- 
ered at length in “Industrial News vs 
Publicity,” by A Veteran Publicity Writer, 
in the May, 1940, issue, page 38 Also 
see “Blazing the Industrial Advertising 
Trail with Publicity.’ by William H 
Easton, Ph.D., March, 1939, page 22: and 
“Twelve Pointers on Preparing Publicity 
that Gets In.” by A Business Paper Edi 


tor, July, 1939, page 1 


Copy Themes for Today 

I’m still having difficulty finding 
themes for present day advertising 
with the plant completely sold out. 
Can you give me one concrete sugges- 
tion? 

ADVERTISING MANAGER. 

We would suggest that you feature 
helpful information in your advertise- 
ments—material that would really be 
of service to men under present day 
conditions. These advertisements will 
be more thoroughly read and perhaps 
even clipped for reference. Two good 
examples of this are shown in the ad- 
vertisements by Bethlehem Steel Com- 
pany and Jos. T. Ryerson & Son, Inc., 
reproduced herewith. 


At a recent meeting of the indus- 


A PRECAUTION IN HARDENING HIGH-SPEED STEELS 





SO scowes roo cose §— '2O s1cowws roo 086 





We. on et 


BETHLEHEM STEEL COMPANY Ss 


trial group of the Association of Na. 
Advertisers, this subject was 
A numbe: 


of advertisers working on defense con 


tional 
discussed at some length. 


tracts indicated that they were con 
vinced ads featuring their governmen 
work were of reasonable value at thi 
time. However, two advertisers wh 
had made considerable investigation of 
the subject, claimed that there wa 
too much “flag waving” of this typ 
done and that their customers seeme: 
to react against this kind of advertis 
ing. 

One of these two advertisers wa 
meeting the situation by using cas 
studies of the performance of the 
products in defense work. Everyone 
agreed that these were of practica 
value. News and service advertis« 


ments were most generally favored. 


Full or Fractional Pages? 

I would appreciate it if you would 
give me a bit of advice based on you 
experience in trade paper advertising. 
Assuming a small budget, would you 
consider it advisable to use full pag 
ads in three leading publications, or 
would it be preferable to use half 
page ads in six publications? We, of 
course, would use twelve issues per 
year in each case. 

The item to be sold is a heavy in 
dustrial unit costing from $1000 to 
$4000 per unit. 


ADVERTISING MANAGER. 

In aggressively advertising a heavy 
industrial unit of the capital goods 
class, it is usually desirable to use 
nothing less than a full page adver 
tisement. A bleed page helps great!) 
in case you plan to use large illustra 
tions. Color should also be used if 


(Continued on page 89) 





How to get Steel 
More Quickly 


A practical suggestion that may help you 


Ss 
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@ More than 100 orders a week since publi- 
cation — a total of over 750 single and small- 
quantity purchases of a book of reprints! 
That is the record hung up by “Artillery 
)) Shell Manufacture”, the new book made up 
of shell articles in American Machinist since 
September, 1940. All this in addition to initial 
circulation of over 23,000, plus two large 
reprintings. And a continuing flood of orders 
from industrial executives and Ordnance offi- 
cials alike for more copies of this exclusive 
} > and essential compilation. 

Mr. Rayniak’s telegram is typical. Mr. 
Rayniak’s letter of a year-ago is similarly 
typical. It spells readership — readership that 
is active—and reactive—as over 500 American 
Machinist advertisers can testify. We can 
support that testimony from our own experi- 
ence — those 750 books were sold entirely by 
advertising — in three recent issues! 

This tremendous reaction to advertising in 


eRe - 


American Machinist is built by timely, in- 
formative, editorial content—articles that tell 
what production executives want to know, 
at the time they want to know it. That's why 
Mr. Rayniak, and over 20,000 paid subscrib- 
ers like him, read American Machinist—and 
give your advertising the most extensive — 
and intensive — zoing-over it can get. 

And that's why American Machinist is 
more important than ever to you now as a 
vehicle for advertising to America’s biggest, 
busiest, and buyingest industry—Metal-Work- 
ing. Let us tell you more about it—TODAY! 


AMERICAN MACHINIST 


A McGraw-Hill Publication, 330 West 42nd Street, N.Y.C 


T SERIES TO DATE: 





ells Rifles 


altidge Cases Trench Mortars 


Onks Navy Turbine Blades 


ircraft 


Cartridges 





uns Machine Guns 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Metals and Alloys Field 
Faces New Conditions 
@ THERE ARE so many important 


and interesting trends in the steel and 
metal industries that it is difhcult to 
select one or two for discussion in this 
brief space. The National Defense 
ind the Aid to the Democracies Pro- 
grams have radically changed the nor 
mal trends in the entire metal and alloy 
fields. 

Of special importance to present 
conditions is the speed up in the 
American production of pig iron and 
steel. Quantities of steels of many 
types are needed for defense. The in- 
crease in steel production commenced 
n 1940—in that year close to 68,000,- 
UUO net tons of ingots and castings 
were turned out, a new record for the 
industry. The quickened pace 1s at 
work in 1941—for the first quarter 
over 20,500,000 tons were made, indi 
cating a total for this year of close to 
& £000,000 tons. To accomplish these 
results every device to increase output 
without sacrifice of quality, taking ad 
vantage of the results of research 
wherever possible, and an esprit de 
corps ot the highest degree are factors. 
The results furnish proof of the fact 
that in the last ten years, despite low 
output and poor financial returns, 
leaders in the steel industry have pre- 
pared their equipment for just such 
an emergency. It is safe to say that 
the industry will not fail in meeting 
the demands of the Defense Program. 


In the non-ferrous field the princi- 
pal developments have been and still 
are in aluminum, magnesium, zinc, 
nickel, and copper. Vast amounts of 
these metals are needed in airplanes, in 
cartridges, in tanks, and in other equip- 
ment. On some of them the govern- 
ment has placed priorities, interfering 
decidedly with the normal operations 
of non-defense industries. To meet the 
unprecedented demands the producers 
of aluminum are more than doubling 
their output, the production of mag- 
nesium 1S being stepped up rapidly, 
zine refineries are increasing the sup- 

the production of nickel is 
twenty per cent higher than last year, 


ind the supplies of copper are being 
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augmented by imports from South 
America. 

Some concern is felt as to the status 
of these industries when the emergency 
is over—greatly increased supplies as 
compared with pre-war or normal 
times. But this has to be forgotten 
under present conditions. 

As to the strategic materials for the 
steel industry—manganese, tin, tung- 
sten, chromium, and others—the situa- 
tion is pretty well in hand, due partly 
to government purchased stocks. 

An important trend is the increase 
in alloy steel and electric steel produc- 
tion. In 1940 nearly 5,000,000 net 
tons of alloy steels were made, a new 
record. The electric steel output also 
was a new high at 1,700,006 net tons. 
Both of these are significant in their 
I ditor, 


expansion. — E. F. Cone, 


Metals and Alloys. 


Many Factors Influence 
Sheet Metal Industry 
@ THE DEFENSE PROGRAM, en- 


larged building activity, and the grow- 
ing demand tor air conditioning are 
but three of the factors responsible for 
the present increased tempo of the 


sheet metal industry. This is not sur- 


Right Shifts and Bigger Payrolls 


om Ree age me mes er few hee eremne Seyeime jain 'on 


Pep Up Your Station lighting! 


Le hiine Teil Proves 


Alert to current marketing opportunities, 
Benjamin Electric Mfg. Company uses color 
pages to push the sale of service station 
lighting equipment since night shifts in fac- 
tories over country mean more night driving 


prising to those who realize the degr: 
to which sheet metal is employed 
building as well as in commerci 
activity. 
Residential building means mo 
business for the sheet metal trade 1 
day than ever before, and as resident 
building activity is greater than at a 
time since 1929, the industry in kee; 
ing with the foregoing is unusual 
active. Whereas in former years she 
metal was employed in residential co 
struction chiefly for roofing and ro 
drainage, it is now used to a conside 
able degree in the kitchen, for doo 
and windows, for comfort cooli: 
with attic ventilation, and much mor 
generally than formerly in all sectior 
of the country for warm-air heating 
The expansion in the popularity of tl 
type of heating is reflected in its 
in the majority of cantonments. The 
cantonments 


construction of these 


likewise has produced a_ substantial 
volume of business for the sheet metal 
trade. 

There is also a noticeable increase 
the number of sheet metal contractors 
selling room cooling units. A_ recent 
investigation disclosed not only this 
increase in number selling this equip 
ment, but a great many others ex 
pressed their interest in and intention 
to take on this line of merchandise 

Increased labor and other costs, plus 
ever present Competition, are respons 
ble for greater buying of modern shop 
and labor-saving equipment. For ex 
ample, machines that first appeared 
some three years ago to form the locks 
on the ducts have had a phenomenal 
sale. Welding and power equipment 
are much more commonly encountered 
in sheet metal shops today than for 
merly. Thus, the industry is moving 
forward, expanding in its merchandis 
ing efforts and equipping for econo: 
cal production as never before.—! 
win A. Scott, Editor, Sheet M 
Worker. 


Quarles with Army 
W. W. Quarles, Philadelphia, 


tative for Chemical & Metallurgical 
neering and Food Industries for tl 
twelve years, has left for duty as 
tain in the coast artillery at Fort 
Va. J. R. Van Arsdale, formerly 
manager, will represent Chemical © 
lurgical Engineering, and Ivan C 
formerly distribution editor, F 


tries 
Certain-teed Promotes Mayer 
Harold F. Mayer, 


advertising manager, Certain-teed Pr 

Corporation, New York, manutactur 
building materials, has been appoint 
vertising and sales promotion manag: 


formerly iss 
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SELLING ALL YOUR PROSPECTS? 


r these magazines are edited for 
a who do many types of en- 
neering construction work. 
ey're planned to help engineers 
and contractors keep pace with 
bbw developments on the job 
they're doing now . . . and also on 
the different type of job they may 


be doing tomorrow. 


And they must know many types 
Of engineering construction. Few 
1 gineers and contractors can af- 
rd to specialize . . . because al- 
st any engineering construction 
Bb demands knowledge of many 
Bther kinds. 
)Exampie: Building a typical 
Hlarge dam involves engineer- 
ying knowledge of excavation, 
Hearth moving, fills, forms, 
concrete mixing and placing, 
pPipe lines, power generator 
Pplants, power lines, water 
supply, buildings, steel rein- 
forcing, and often roads, 


Bbridges and railroads. 


c fact, si veys show that Engi- 
ting News-Record and Con- 
uction \’ -thods readers average 
en diffe: ont types of engineer- 
B CONstr:. tion work. 









So... that’s why these magazines 
exert so great an influence on the 


construction industry. 


That’s why they reach these three 
important buying factors . . . con- 
struction men who use the editor- 
ial columns to maintain their earn- 
ing capacity, the advertising pages 
to sharpen their buying skill! 





3 REASONS FOR 
ADVERTISING NOW 


Help sell new men who are go- 
ing into construction work and 
becoming important buying factors. 


Protect your position against the 
inroads of new competition fos- 
tered by the current sellers’ market. 


Maintain customer good will 
against the day when the de- 
fense boom peters out. 






































PUBLISHED BY McGRAW-HILL, | 
McGRAW-HILL BUILDING, NEW YORK 


HOW TO MAKE YOUR ADVERTISEMENTS PRODUCE INQUIRIES | 





If it's inquiries you want, you can get them. . . 
like this: 

Let your prospects tell you how. Hundreds of 
them have told us what they want to know about 
your products . . . what they want to read in 
equipment advertisements. 

All in a 48-page book, packed with practical, 
how-to-do-it tips on advertising for results. It's 
designed to help make your advertising more effect- 


»> 


ive. Use the coupon. 


AGE DIS -OSAL @ BRIDGES @ HIGHWAYS @ TUNNELS © DAMS 
AL BASS @ ARMY CAMPS © SCHOOLS @ OFFICE BUILDINGS 





A. E. PAXTON, Manager, 
Engineering News-Record and Construction Methods, 
330 W. 42nd St., New York, N.Y. 1B 


ee copies of “Construction Men Tell 
What They Want To Know About the Equipment They 
Buy and Use.” 


Name.... 


ae 


PR cco bad adh eraberwekoesubuvas 


ea ake. ene ere BS 






















Sales Promotion... 


Ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — Sales Helps 















@ REALIZING that the success of 
any marketing program starts with 
getting the salesmen enthusiastic about 
the sales possibilities of their market, 
Allis-Chalmers Mfg. Company, Mil- 
waukee, started at that end when it 
launched its concerted drive early this 
year for more business from the chem- 


| 
ical process industries 


Because of the heterogeneous nature 
of the field, both in the varied divi- 
sions and the many different types of 
equipment it uses, the company felt 
that perhaps but few men in its sales 
organization had a clear cut picture 
of what the market had to offer in 
sales opportunities. Therefore the first 
job was to present this to them. It 
was done in a dramatic way in a 
thirty-two-page, 12x18-inch book. 

Inasmuch as every salesman is inter- 
ested in how to make more sales, the 
book was simply titled “How to Make 
More Sales to the Chemical Process 
Industries.” Opening pages of the 
book showed typical plants in the 
held and set up the market as an 
eleven billion dollar industry which 
is now buying millions of dollars’ 
worth of equipment every week—the 


very kind A-( 


rated on in following pages and a 


makes. This is elabo- 


list of new plants now under construc 
tion in the chemical process industries 
is given. 

A number of pages are devoted to 
picturing the kinds of major Allis 
Chalmers equipment used in the field 
and then a list of general purpose 
equipment such as motors, pumps, 
blowers, compressors, power, and elec- 


trical equipment oft many kinds. Thus, 


there is the market and there is the 
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Brochure Sells Salesmen on Opportunity 
for Orders in Process Industries 





Chemical Process Industry «s expanding 


at an enormous rate 

Production equipment 1s being bought to 
the tune of MANY MILLION DOLLARS 
worth EVERY WEEK 

WE have the OPPORTUNITY because 
WE make the KIND OF EQUIPMENT 
that should enable US to corral a 
BIGGER chunk of thes industrys business 


Theres 4 host of other Airs rumen 
Products the Chemical Process 


Q Control ton pment 


Ob« + Greabe B 
. Ars is the time to let loose the IG 
os W Boee: dectitrers 


“ guns and SELL the WHOLE LINE 


{Les ees ot 


ener 


1 traded 


A selection of pages from thirty-two-page brochure designed to sell the sales force of 
Allis-Chalmers Mfg. Company, Milwaukee, on the huge market for Allis-Chalmers equipment 
in the chemical process industries. Data was included to convince the men that A-C’'s broad 
line equipped them to take care of more requirements in the industry than any competitor 
The book is part of a campaign which includes dominant space in “Chemical & Metallurgica! 
Engineering” and a book of technical data in “Sweets Catalog File for the Process Industries 


equipment it is buying every day; the 
next thing necessary is to educate the 
buying factors on the advantages of 
buying from Allis-Chalmers. 

First of all, the salesmen are told, 
engineering specialists of the various 
departments are anxious to codperate 
with them in giving engineering assis- 
tance on any problems that arise. And 


to back up this personal selling the 


to the ENORMOUS Chemica! Process 
8 ic Dome Industry. To back up your personal 
== selling _ and to stimulate wterest in our 
equipment we are breaking a vigorous 
advertising campaign reaching 62000 
MEM who specify and buy the equipment 
we manufacture SE 
@ you get them TO YOUR PROSPE 
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these reprints 
Ts! 


company is breaking a vigorous ad 
tising campaign reaching 60,000 
in the field who specify and buy 
equipment A-C manufactures, 
reprints of these two-color spread 
are available to be sent to their { 
pects—and samples of them are 
in the book. 

Yes, the book admits, Allis-< 


mers’ salesmen have competitors, al 




















PROMOTION! 


* | —to increase usage of the catalog data | 
in ELECTRICAL BUYERS REFERENCE 


We weren’t content with just sending the big If any one manufacturer did a comparable job pro- 
339 page Electrical Buyers Reference to 30,000 moting his individual catalog, the cost would exceed 
: : 2 ‘ ! 
important electrical buyers last December. EREEe & yours 
Since that time there has been a constant bar- All of which means that the “Briefalogs’” (manufac- 
rage of promotion, reminding these electrical turers’ condensed catalogs) in Electrical Buyers Refer 

; ence really get a going over, by men who are either 
men of the wealth of information that the ref- : se..s ' 

2 ; planning, specifying or buying electrical products. 

erence contains, and urging them to use it on 


every occasion. 


——_—— oa ee —Ee 


First place, the book is sent to the right list — the men 

behind the purchase order who actually have the say-so 
on what brand is used. Secondly, this stur- 
dily bound volume is kept near at hand 
because it is packed full of directory ma- 
terial, with trade and company names, ad- 
dresses, etc.—plus a myriad of manufac- 
turers’ Briefalogs that tie in directly with 
the listings. 


The 1942 Edition of Electrical Buyers 
Reference is now in preparation. Send us 
your catalog and we’ll be glad to submit a 
suggested brief without obligation. Plan 
now to utilize this potent sales tool in your 
selling. 






——— 
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ee 












Once a year, in December, 30,000 copies of the 
Electrical Buyers Reference are distributed to large 
industrial plants, electrical contractors, electrical 
wholesalers, electrical utilities, railroads and mines, 
electrical manufacturers and electrical consultants 


ELECTRICAL BUYERS REFERENCE , 
A McGraw-Hill Service 
330 West 42nd Street, New York, N.Y. 




















Two portfolios designed to merchandise the promotion campaigns of Pomona Pump Company, 


Pomona, Calif., and The Barrett Company, New York. Each contains a thorough explanation 
of the planned campaigns for the entire year and sample pieces of available sales literature, 
catalogs, and proofs of cuts and completely prepared ads available for use locally by dealers 


Sales Promotion . . 





chart listing them and the equipment 
they manufacture shows that none of 
them makes the complete line A-C 
does. Several pages are devoted to tabu- 
lations which show where orders for the 
various types of equipment in the line 
can be secured. This is broken down by 
types of materials made in the chem- 
ical process industries, their uses, num- 
ber of plants, production, and value 
of products. Two full-page picto- 
graphs show the national distribution 
of chemical plants and where the in- 
dustry’s volume is produced. The 
last page urges the men to start at 
once to sell more Allis-Chalmers equip- 
ment ‘to the chemical process indus- 
tries. The book was produced by 
lithography. 

Although it is too early to deter- 
mine the book’s effect on sales volume, 
its reception by the sales force has been 


It is being used to such 


enthusiastic. 


LIGHTING for 
INDUSTRY 
/ 
: 








a great extent as a sales help that a 
revised edition is being prepared for 
distribution to customers over a se- 
lected mailing list of more than 12,000. 
Supporting the sales effort, two- 
color spreads are appearing every other 
month in Chemical & Metallurgical 
Engineering, featuring Allis-Chalmers’ 
coOperative engineering service to- 
gether with a pictorial story of how it 
works, based on case studies. On alter- 
nate months, reprints of the ads are 
mailed to readers of the magazine. 
Another part of the campaign which 
advertising manager George J. Callos 
now has in work is a technical bul- 
letin on the line of equipment. This 
will include engineering data on ap- 
plications, sizes, capacities, rating, etc., 
and will be distributed by mail, in 
addition to being used as an insert in 
Sweet’s Catalog File for Process In- 


lustries. 


GENERAL ELECTRIC 
MSTiTUTE 


Entrance to the new Lighting for Industry displays at General Electric Institute, Nela Park, 
Cleveland, and a view of a typical conference of executives listening to a lecture on defense 
lighting. Note the many lighting fixtures overhead and around sides which permits demon- 
strations to show advantages and disadvantages of various types of illuminating equipment 
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Uses Sound Slidefilm to 
Sell Secondary Market 
@ AS A NEW item in its sales pro 
motion program to sell the secondar) 
market for its Premier spring wit 
which reaches the ultimate buyer 
the form of bed springs and inne 
spring mattresses, American Steel & 
Wire Company, Cleveland, has re 
leased a sound slidefilm, “And So & 
Sleep,” for presentations to dealers and 
women’s organizations. 

The story, which runs for fiftec 
minutes, concerns Mr. and = Mr: 
Neagle, an average American coupl 
whose comfortless and unsatisfactory 
attempts to sleep are transformed into 
sound and restful slumber through the 
efforts of a kindly little imp, Mr. 
Premier Tag, representing Premier 
spring wire. 


+ 


Test Kit Demonstrates 
New Lubricant 


@ IN ORDER to get over its story 
quickly to busy executives who today 
lack time and equipment to make ex 
tended performance tests on machine 
oil, The L. R. Kerns Company, Inc., 
Chicago, is sending them a sample test 
kit with which the adhesive qualities 
of its product, Cling Oil, can be dem 
onstrated on any executive’s desk. 
The kit, as shown in the accompany 
ing illustration, consists of an easel on 


which are mounted twin tubes under 


STAYS ON BEARINGS 


te 10 


TIMES LONGER 


Test kit designed to demonstrate the adhes\v 
qualities of Cling Oil, product of The L. 
Kerns Company, Inc., Chicago. When 
tubes of oil are punctured, the relative sow 
drainage of Cling Oil in one effect 
shows its greater coverage and adher: 

as compared with that of the standard 
eral oil. Pads below each tube absorb 
oils. Commercial Advertising Agency, 

in charge of the account, devised the 
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_jast Advertising © 
Bed 
-| INSIDE HEARING... 


the | 


Mr. 
nier 
a Rubber Mattress Plant... where a change 
in compounding materials and mixers is being con- 
sidered in order to get bigger and better bubbles. 
Ory | 
day Or a High Explosives Plant that needs Also, a Soap Plant where small scale 
ex more compressors to push more acid through __ tests on a new product are pointing the way 
aig more “acid eggs.” to the need for a type of equipment never 
nc., aa . . 
, . f , h 
nies ; In a Golf Ball Plant ite te tiie before used in this plant 
ities . ‘i ‘ - . IN 
i t like a new refrigerating system might in- And, likewise, a Consulting Engineer's Office : 
crease output. where frequent use of a radiophone | 
gt ln «@ College Professor's Office where Keeps him in active touch with the important | 


der he is settling the final details of a plant for plant being built to process a raw material 
in a new way. 


synthetic production of a vital drug, hitherto 
imported from an Axis controlled country. 





Or a Food Plant where acid fruit juices 
° Here are just a few of the jobs which "I. E. C." subscribers are 
have been making trouble on the conveyor handling today. No publicity attends their efforts. In fact, publicity 
system. is avoided and the men who'll settle these questions can't be 
interviewed. 
And a Smokeless Plant where very radical Some are chemists — some are engineers, but they all spell 


BUYING POWER in a big way. They are consistent month-by- 


changes in drying ore being tested in watch- month readers of “I. E. C.". Tell them how your equipment or 


ful secrecy. Out of these tests may come materials work — skip the history, and the fancy writing — get 
° » ° . down to brass tacks with these 22,000 readers and stay with 
increased production and an industry-wide inn cia atin: tana 





ee ae 
i ee ee 455... 








e need for new equipment. 


~~, 
PROCESS INDUSTRIES... 
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THE NEW BRITAIN MACHINE COMPANY 





Last Fall The New Britain Machine Company issued the ninety-six-page catalog for jobbers 
shown at the right and it was found so helpful in selling the line that requests resulted in 
publication of a smaller size edition for distribution to mechanics with the dealer's imprint 
on the front cover. The original book is 8'/2x11 inches and the mechanic's edition, 6x9 inches. 
Both were lithographed in red, black, and blue. The jobber edition was punched for binders 





which are absorbent pads. One tube 
contains standard mineral oil and the 
other an equal grade of Cling oil. 
When the seals of the tubes are punc- 
tured, the relatively slow drainage of 
Cling oil effectively shows the greater 
coverage and adherence of the new 
chemically-engineered product. 

The kit is being merchandised with 
two teaser mailings. Each is in 
formal invitation, French-fold format, 
with no printing on the envelope. The 
first one reads: “Surprise Party 
Watch for a Surprise Package 


which will reach your desk in a few 


days. It will contain a working model 
of a modern cost reduction and will 
Cling Oil.” 
Three days later, the second mailing 
goes forward, reading: ‘Make this 
Date A Date that will be truly 


worth while and educational it 


bear the name 


can save your company lots of money. 
This date should include: Engineer in 
charge of Lubrication, Purchasing 
Agent and other Executives interested 
in reducing costs and avoiding inter- 
rupted production. On... you will re- 
ceive a demonstration kit that will 


show you how you can accomplish 





The problem faced by Fairbanks, Morse & Co., with its exhibit at the recent National Railway 
Appliance Show was to hold together a large space with many aisles and inject a railroad 
atmosphere. This was done by the streamline design of the center feature with animated 
polaroid displays of the F-M trade mark used in the “headlights” for attention value. Coat 
closets were built into the end pieces of the fixture. Mass display of products emphasized the 
completeness of company's railway line. Exhibit built by Scientific Engineering Co., Chicago 
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these things. Watch for the Cling Oil 
kit.” 

Three days later the kit is mailed. 
With it goes a letter briefly outlining 
the advantages of Cling oil and in 
structions for operating the test and 
pointing out the significance of the 
results it will show. After making 
the test, the recipient is asked to re- 
turn the business reply card requesting 
a representative to call to give further 
information; or a sample lot may be 
ordered on a trial basis with a money 
back guarantee. 

Commercial Advertising Agency, 
Inc., Chicago, is directing the cam- 
paign. 

+ 
G-E Sponsors Business 
Broadcast Program 


@ STARTING the middle of last 
month, General Electric Company 
started a thirteen-week series of broad- 
casts over eighteen stations of the 
NBC blue network called “News of 
the Week in Industry.”” They go on 
the air from 8:30 to 8:45 p. m. EDST, 
Thursday nights. 

There will be no commercial an- 
nouncements during this new institu- 
tional series which is designed to show 
the importance of American industry 
in the national defense program. The 
results being achieved by industry in 
America’s war effort will be pointed 
out. 

John McIntyre will be the news 
commentator. The program is de 
scribed as being along the format of 
Business Week. Maxon, Inc., New 
York, is the agency. 
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New catalog of contractors and mining too 
just issued by Independent Pneumatic To 
Company is profusely illustrated and show 
practically every tool listed in the actue 
operation either by photographic reprodu 
tions or line drawings. The book has sixty 
four pages and cover; printed in two color 


INDUSTRIAL MARKETING, June, 194! 





Dear Ralph; 


Z have Just hag &@n *xperience which I'm Sure wil) 
Sockles o¢ your heart, 
NDS... 
RECOMME 


Warm the 
Recently I 
of 


returned from a fiela trip 
ur 8dvertisers and 8encies, 
Z asked ®8ch man 


Was thie One, "What 
Most helpfuler 
Well, Mister, You can 6° to the Window and t 
Chest, because INDUS MARKETING ran neatly aWay with all 











I saw have 


We are endeay 
in POWER 


These face-to-face talks » 
Men we are trying to have Convince 
thing else Could the 
trial adver 


ith a Tepresentat; 
t 
tising Men, 


ve &Toup of the 
ed me More ronclusive)y than 

MARKETING is tr 
both in man 


eny- 
‘ade Peper for indus. 
ufacturing Concerns and in 


88encies, 
Keep UP the 890d work, 


ia $3.9 
¢ them has wis 
° 
ry one 


ly. 
y because POWER cogs and 
ng stor 


pe I the 
ea 
4 audience orth. 
POWER’: pores their ¥ 
ag ee 


_ a ith t 
Ace clicks wit 
7 ladly € 
We will rese 
id rep ng 
— we ound o. = 
v 
ation 
hymen aa 
PO 


nt 


~— 
er 0 


osts 
yt SELLING c - 
c 

AU 
wecreast vo 


s 
protect peice 


OWER 


1982 
LD suMce 
rower ft 

mt 








Editorial » » 


» 





Industrial Advertising 

and the Emergency 

® NOW that the country has been declared in 
a state of full emergency, industrial advertisers 
have a definite objective toward which to direct 
their efforts, and that should be to render all aid 
possible to the defense program. 

There are many ways in which advertising 
and the advertising department can assist in the 
country’s extreme effort at this time. The pri- 
mary task before American industry today, we 
are assured, is that of production. In that direc- 
tion, industrial advertising can be most helpful 
by providing industry with all available infor- 
mation possible on how to do its job most efh- 
ciently from the standpoint of human effort, 
material conservation, and utmost production. 

Some advertisers already are doing this by 
passing along through the medium of their busi- 
ness paper advertising what they have learned 
and developed in their own shops in the way of 
processes and methods to speed up output. They 
are showing the most effective way to use their 
equipment and tools on the many jobs that are 
new to scores of plants engaged in the prepared- 
ness drive. These ads are unselfish in their view- 
points because they are designed not primarily 
to sell merchandise, but to distribute knowledge 
in the most economical and penetrating manner 
—through the business press. This, however, does 
not mean that such advertising is valueless to the 
advertiser; instead, it will build for him the most 
priceless possession any business can have—good 
will and prestige—without resorting to flag 
waving and meaningless “patriotism.” 

The effort need not be confined to publica- 
tion advertising. It should be extended to sales 
literature and catalogs which ought to be devel- 
oped to the state of practical handbooks which 
would supply the most intelligent type of buy- 
ing information in order to reduce to a mini- 
mum negotiations necessary in the purchasing 
operation. And above all, the most thorough 
and efhcient means of distributing these books 
should be used to assure that the data is avail- 
able where and when needed. 

Aside from these activities which deal with 
the physical phases of the task at hand, the ad- 
vertising department can take its position along 
side management in keeping the giant industrial 
mechanism of the country running smoothly, 
efficiently and harmoniously. The human and 
personal relations phase of the operation is of 
vital concern, and here the advertising man can 
use his talents in keeping employes and the pub- 
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lic fully informed on how the company is doing 
its part, the progress it is making on its ow: 
particular job, and develop through sheer pric 
of achievement the enthusiasm necessary fo: 
complete victory. House organs, bulletins, pub 
lic meetings and exhibits, local broadcasts, and 
numerous other instruments can be used effec 
tively to these ends. 

Industrial advertising was reborn as a vigor 
ous, useful force during World War I. It has an 
opportunity today to be a still greater factor in 
the country’s welfare and security. As its spokes- 
man, the National Industrial Advertisers As- 
sociation will no doubt voice the industry’s un- 
qualified support of the country’s all-out effort 
and as a body assist in every practical way to 
achieve victory at the earliest date possible. 


Better Technique Needed 
for Media Selection 
@® THE SEARCH for the most effective pub- 


lications to use for any advertising program 
with a definite objective is perhaps the most 
dificult problem the advertising manager must 
deal with. On his wise selection depends whether 
the campaign is fully successful or merely clears 
the bar. To this end, there is need for easier 
and more intelligent ways to pick media for 
specific jobs. 

ABC and CCA reports and the NIAA pub- 
lishers’ statement form all have contributed to 
better space buying. But there is an element 
involved in every publication with regard to 
its suitability for any specific campaign which 
does not show up in any of these reports, and 
that is the actual readership practice of the sub- 
scribers. It is obvious that this factor can have 
considerable bearing on whether one of two or 
more publications serving the same general field 
is the best for the job. This can best be illus- 
trated by going into the women’s magazine field, 
but after all, women are buyers, too, so the 
comparison is not too remote. If you were sell- 
ing a food product you most likely would use 
the magazine reaching those who are especially 
interested in reading about new ways to prepare 
foods and plan meals; whereas if you were sell- 
ing dresses by mail, the same publication mig!) 
not even pay for the engravings. 

If such facts can be established in the genera’ 
magazine field, why shouldn’t it be possible 
the business paper field? Until they are, perha; 
the advertiser would find an editorial analy: 
a good check to use along with the circulati 
statement. 
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Typical First Award plaque and Award of Merit framed certificate presented to fourteen 
business papers last year in “Industrial Marketing's’ competition for editorial achievement 


708 torr era ACHrtVEment 


Editorial Comnetition Entries 
Start Coming Iu 


@ WITH only two months to go be- 
fore the dead line, business paper edi- 
tors are beginning to prepare their en- 
tries for INDUSTRIAL MARKETING’S 
Fourth Annual Competition for Edi- 
torial Achievement. Some entries have 
ilready been received. The competi- 
tion closes Aug. 1, and announcement 
of awards and presentation of the tro- 
phies will be made at the Toronto 
Conference of the National Industrial 
Advertisers Association, Sept. 17-19. 


[he competition is open to editors 
of all business papers published in the 
United States and Canada; there are 
no restrictions as to types of publica- 
tions or their group affiliations. No 

ry blanks are required. Aside from 

time limitations of entries, there 
nly one important regulation to be 
erved—that is, all entries must be 
ompanied by a statement of objec- 

and evidence of results or reaction 
the material submitted. 

\wards will be made this year in 

classifications as follows: 

For the best series of articles or 
orials, or general editorial cam- 
yn around a definite objective run- 
g through a series of issues. 


For the best single article or 
orial pertinent to the advancement 
welfare of the field served by the 
ication. This may be a technical 
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article or an editorial treating a prob- 
lem confronting the industry and sug- 
gesting a solution. 


3. For the best illustrative treat- 
ment of editorial material in general. 
Recognition also will be given for out- 
standing work in the way of telling a 
story principally with pictures and 
short captions. 


4. For the best published research 
initiated by the publication on a 
major problem in the industry served 
by the publication. This may be in 
the nature of investigation and devel- 
opment of data concerning improved 
technical practice, economic or mar- 
keting problems, or industry or public 
relations. The idea here is to recognize 
leadership exhibited by business papers 
in the interest of the fields they serve. 

§. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 
sign and appropriateness to the edi- 
torial services rendered. A_ special 
award will be given for the most out- 
standing example of typographical ex- 
cellence maintained during the year, 
thus giving recognition to the publica- 
tion which is improving by refinement 
an established high standard of design. 

One First Award and two Awards 
of Merit will be given under each clas- 
sification. Material entered in the 


competition must have appeared with- 
in the twelve months preceding Aug. 
1, 1941, closing date of the contest— 
this includes issues from August, 1940, 
to July, 1941, inclusive. 

INDUSTRIAL MARKETING is proud to 
present for the fourth time a Jury of 
Awards which it considers especially 
qualified for the task of selecting the 
most outstanding material from the 
great mass of entries annually made in 
this competition. The jury comprises 
two advertising managers, two adver- 
tising agency executives, and an emi- 
nent industrial designer and authority 
on design and layout in the graphic 
arts: Robert L. Gibson, assistant to 
manager, publicity department, Gen- 
eral Electric Company, Schenectady, 
N. Y.; Charles McDonough, advertis- 
ing manager, Combustion Engineering 
Company, Inc., New York, and past 
president, National Industrial Adver- 
tisers Association; S$. L. Meulendyke, 
vice-president, Marschalk and Pratt, 
Inc., New York; Louise Dykes, space 
buyer, trade and technical department, 
J. Walter Thompson Company, New 
York; and Walter Dorwin Teague, in- 
dustrial designer, New York. 

Entries and correspondence regard- 
ing the competition should be ad- 
dressed to Contest Secretary, INDUs- 
TRIAL MARKETING, 100 East Ohio St., 
Chicago. 
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ADVERTISING VOLUME FOR MAY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


all publications are monthlies and haves 


Unless otherwise 


Industrial Group 
Aero Digest eccceccesees 
Air Conditioning & Refrig 
eration News (w) (114x 
BP stacetvdeetvesteseer 
American Builder & Build 


ing Age eeoeeeeeeeeees 
American Machinist (bi-w) 
Architectural Forum ...... 


Architectural Record ; 
Automotive Industries 
(bi-w ) see808 68 
Aviation eeeeeeooces e« 

Bakers Helper (¢.0.w.). 

Brick & Clay Record 

Bus Transportation 

Ceram Industry. . seeece 

Chemical & Metallurgical 
Engineering 

Civil Engineering 


Coal Age — — e* eee 

Construction Digest (bi-w) 

Construction Methods (8% 
x12) ’ 

Cotton eee ‘ 

Diesel Power or Diesel 


Transportation eeeseces 
Diesel Progress (8! 2xll). 
Electric Light & Power 
Electrical Contracting 
Electric South 
Electrical West ‘ eee 
Electrical World (w) ....§ 
Engineering & Mining Jour 


} 
al 


Engineering News - Record 
(w) seeaee ben 
Factory Management @ 
Maintenance 
Food Industries 


wee aheneanc 

Gas Age (bi-w)..... , 

Heating, Piping & Air Con 
ditioning ; , ; 

Heating & Ventilati: Reece 

Hitchcock's Machins Tool 
Blue Book (4! 2x6! a aa 

Industrial & Engineering 


Chemistry (3 editions)... 


Industrial Power (44x 
64-2) aweeeeéeee ‘ 
Iron Age (w)...... cin 


Laundry Age — 

Machine Design ........ 

DENCMEIOEW iv cceeeces 

Manufacturers Record . 

Marine Engineering & Ship 
ping Review imvaweee 

Mechanical Engineering... 

Metal Finishing 

Metal Progress 

Metals at d All ys 

Mill & Factory 

Mill Supplies .......... 

Modern Machine Shop (414 


a © 
- 
= 6 


National Petroleun 
(w) Ses e 
National Provisioner (w). 
O)] & Gas Jour il (w) (9 
REA kw ‘ . 
Oil Weekly (w) 
The Paper Industry and 
Paper World oe 
The Paper Mill (w) 


Paper Trade Journal (w).f 


Pencil Points 
Petroleum Engineer 
Pit & Quarry 
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note d, 


standard 7 X 


Pages 
194] 1940 
154 112 
$4 $146 
103 85 
337 $4484 
103 83 

62 59 
107 84 
130 72 
106 117 

24 e22 

7) — 

15 31 
211 173 

26 23 

65 56 
+81 +70 

"e 7) 

| 93 

45 51) 

34 4 

72 64 

79 65 
$38 §24 

46 9 
1286 146 

65 81 
187 173 
193 147 

56 73 
$137 §140 
$57 $53 
S84 $80 

86 71 

+5 25 
204 157 
133 104 

83 6§101 
463 £*377 

59 4] 

% 71 
235 177 

37 43 
108 8f 

49 33 

50 4] 

RO 79 

75 64 

27 138 
$202 §113 
230 183 

sS5 T109 
T1111 108 

$t281*§1376 
$209 $241 

63 64 
74 73 

'*125 t*114 

S 1 83 

83 78 

§] *56 


10-inch type page 


Pages 
1941 1940 
Power eeoeeeeeseeseeeese 196 161 
Power Plant Engineering. . 90 72 
Practical Builder (10x15) $23 12 
EE eed wean a ane 43 42 
Product Engineering ..... 115 113 
Products Finishing (42x 
Oe wee rebie we beceee 39 30 
UI, i ko 132 76 
Railway Age (w)........ 1$357 §327 
Railway Purchases & Stores 64 45 
Refiner & Natural Gasoline 
ee 104 §128 
Roads & Streets... ccccee 66 61 
Southern Power & Industry 83 42 
Steel a neo Ome @ 6s be © 6 245 216 
Telephone Engineer ....... 27 24 
Telephony (w) ......... *$T||89 $75 
GME WOEEE cccccosece 115 108 
Water Works & Sewerage. 36 36 
Water Works Engineering 
SD id alain are eine 52 54 
Welding Engineer ....... $34 20 
Western Construction News 71 66 
Wood Worker .......... 51 41 
Wood-Working Machinery 
|) Pee ee 60 55 
TT sea eee , . 8974 7943 
Trade Group 
194] 1940 
American Artisar 2¢ 74 60 
American Druggist ...... 85 82 
American Exporter ...... 142 211 
Boot & Shoe Recorder (w) q 169 131 
Building Supply News.... 49 44 
Commercial Car Journal. < $1 79 
Domestic Engineering .... 72 62 
Electrical Merchandising (9 
BE «6 4640 Gade aan oe 53 54 
Farm Implement News 
Sarre 74 $117 
Hardware Age (bi-w).... 162 170 
le welers Circular I h e 
NN a banc ee eb hs 78 67 
Mida's Criterion ........ 5 6 
GR Se ee Pre 110 93 
OS Rae ne 69 40 
Plumbing & Heating Jour 
ek ee aie 44 33 
Sheet Metal Worker ..... 55 50 
Southern Automotive Jour 
PRR a re 61 58 
Southern Hardware ...... 42 34 
Sporting Goods Dealer... 70 71 
Total aah ard alae ora a 1486 1462 


Class Group 
1941 1940 


Advertising Age (w) (103% 


Moen cheneks vaca ox ; 90 81 
American Funeral Director $2 60 
American Restaurant ..... 67 57 
Hospital Management .... 32 21 
Hotel Management ...... 59 60 
Industrial Marketing ..... 63 42 
Modern Hospital ........ 86 88 
Nation's Schools ........ 51 49 
Oral Hygiene (4 5/16x 

| Pa ae a 108 107 
Restaurant Management eo. 57 $2 
Trafhe World (w)..... . iss 84 

SO RRR ee 750 701 

§$Includes special issue. *Includes clas 
sihed advertising Last issue estimated 
tFive issues. +Three issues. **Two edi- 
tions only French edition suspended 


temporarily since August, 1940 


Advertising Up 
10.92 Per Cent in May 
@ ADVERTISING volume in May 
issues of business papers was 10.92 px 
cent ahead of similar issues a year ag 
and 11.18 per cent greater for the firs 
five months of this year than last, ac 
cording to reports of 112 publication 
listed in the accompanying tabulatio: 

Industrial papers continue to hold 
their broad increases in business ove 
a year ago with eighty-two publica 
tions reporting 12.97 per cent mor 
business in May issues of this year an 
13.2 per cent more for the first Ave 
months of 1941 as compared with th 
same periods in 1940. 

Nineteen papers in the trade grou; 
carried 1.64 per cent more business ir 
May of this year than last, and 2.92 
per cent more for the comparable five 
month period. 

Eleven publications in the clas 
group reported a 6.99 per cent increas 
for the month of May and 7.54 pe: 
cent greater volume for the period to 
date as against 1940 figures. 


Hasco to “Cease and Desist" 
Hasco, Inc., Newark, N. J., who 


chases machinery and tools and sells the 
to foreign powers engaged in the Eur 
pean war, has agreed to “cease and dk 
sist’ from using the words, “Imperial Au 
Industries,” alone or with the words 
“American Purchasing Office,” as a trad 
name in connection with advertising, f 
chasing, or selling its products, accordit 
to a report of the Federal Trade Cor 
mission 

The stipulation accepted by the FT‘ 
from Hasco relates that for the purpos 
of locating and purchasing used machi 
ery and tools intended for sales and shit 
ment abroad, it adopted the trade nar 
“Imperial Air Industries,” and used it 
advertisements together with the word 
“American Purchasing Office,” wher 
fact that corporation is neither sponsor 
by nor has any ofhcial connection wit 
a foreign government 


Heppenstall Launches 
Campaign for Tongs 

Heppenstall Company, Pittsburgh, 
launched a campaign in a dozen busir 
papers to promote a new type auton 
Hafe-T-Tongs. Half-pages will be u 
during the balance of 1941, emphasizi 
the safety feature of the tongs, and pol 
ing out that they eliminate the necess 
of a ground man or crew in plants wh 
material is handled by crane or hoist 
agency is Ketchum, MacLeod & Gr 
Inc., Pittsburgh 


Duralac to Morse & Morse 

Morse & Morse, New York agency, I 
acquired the account of Duralac Chem: 
Corporation, Newark, manufacturers 


SEA-LAC lacquers and enamels 


DeLong Appoints Moss 

De Long Insulation Corporation, | 
Island City, has appointed Moss As 
ciates, New York 
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500 Calls per Me 
| Draw Few Blanks! 


The Economy Way to Contact 
» | Your BEST Air Conditioning and 
Allied Equipment Prospects 


“i Kverv month these two Keeney publica- 











tions reach over 18.000 engineers and 
econtractors—K E ) MEN responsible tor 
the vast majority of all kinds of air 
; . . . - . . . - , , ‘ - 
conditioning, heating, piping and sheet 
‘ metal construction jobs—a field where 
sales are NOW at record-breaking highs. 

And every month these two Keeney papers bring 
to this combined reader audience the timeliest, most 
authoritative articles and data obtainable in all the 
world on air conditioning and allied subjects. No- 
where else can KEY MEN get information of such 
vital nature. In no other way can they so easily keep 
abreast of the times in their field. 

The result: READER INTEREST! . . . a reader inter- 
est almost unique in publishing—so extensive that not 
nany of the more than 18,000 ABC paid subscribers miss L 

4 


single issue —so intensive that the books are invariably 













picnics ened a | , . Reader audience of HEATING, PIP 

\dvertising in HEATING, PIPING & AIR CONDITION. Engineers—Engineers who direct + 
'\G and AMERICAN ARTISAN is efficient, productive large buildings—Contractors equip 

vertising: First, because it reaches practically all the and process piping jobs. 

KY MEN. Second, because it is read THOROUGHLY. If you make any one of the nearly 
these KEY BUYING FACTORS, advertisi 
UP your sales effort 100%. 


: ‘ One evidence of the publicat 
Jest that you investigate today. has carried the Journal of Amerie 


Vhird, because a full page every month in BOTH 
vipers costs less than one good salesman. We sug- 
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BACKING UP DISTRIBUTOR 
To THI 


Eprror: In further refei 
ence to our ad which you reproduced 
in the letter department of your May 
issue, | might say that our advertising 
in Power has a two-fold purpose in 
mind, and Ww hile we are very glad to 
get direct inquiries and be able to trace 
actual dollars and cents profit from 
the advertising, the most important 
value to my mind is the background 
and stability that it gives to our 
agents. It also incidentally helps us get 
igents. In fact, one of our key agen- 
cies told me that they were influenced 
in taking up the “Master” scrubber 
line and dropping a competing line be- 
cause of the fact that we were backing 
them up with national advertising, 
while the other concern was not. | 
really feel that the background such 
idvertising gives is possibly of more 
value than the actual inquiries and or 
ders that we can trace directly to such 
advertising. 

GRANT D. BrapsHaw, 


Bradshaw & Company, Pittsburgh, Pa. 


a, 


NO DIFFICULTY ENTERING 
OR LEAVING CANADA 

To tHe Eprror: As you know, | 
went to Toronto last month to sit 
with the conference board for the pur 
pose of working out well in advance 
a number of important details for the 
innual conference of the National In 
dustrial Advertisers Association to be 
held there Sept. 17-19, and I thought 
you might like to know that I found 
the Royal York Hotel to be admirably 
suited for the meeting, with splendid 
room equipment and adequate space 
tor meetings, clinics, the banquet, and 
il] special features of conference con- 
duct. 

To answer the oft-heard question, 
“Ts it difhcult to get in or out of Can- 
uda?”” I made it a point to carry no 
other than 


identification with me 
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would be the case if I were going to 
Chicago, New York, or elsewhere. | 
did not bother to take a birth certifi- 
cate and all I carried in my wallet 
were my Social Security card, automo- 
bile driver’s license, and half a dozen 
or so hotel credit cards. 

Entering Canada, I was asked a few 
simple questions by the American and 
then the Canadian immigration author- 
ities. The queries were courteously 
put and the Canadian officials particu- 
larly seemed glad to have me as a 
visitor. Returning from Canada, I was 
accorded similar treatment at the bor- 
der and was asked for no identification 
either going in or coming out. They 
merely asked me my name, where | 
was born, why I was entering Canada; 
and when coming out, told me of the 
pleasure of the Canadian public to have 
American visitors and expressed the 
hope that I had enjoyed my brief stay 
in the Dominion. I had not antici- 
pated any difhculty, nor had I any at 
any time. 
identified with 
1936 and 


I have been closely 
NIAA 


never in my experience have I seen 


conferences since 
men so earnestly engaged in the busi- 
ness of preparing for a conference, nor 
have I seen a program so rich in im- 
portant things to hear, see, and do. 
Out of respect to my American con- 
temporaries, | will not be surprised at 
all if at the close of the conference 
the opinion of all delegates is, “It was 
NIAA 
history of the association.” 

RicHarpD P. Dopps, 


the finest conference in the 


President, National Industrial 
Advertisers Association, Inc., 
Youngstown, O. 

v v v 


YES, SIR! 

To THE Eprror: After reading your 
May issue, | wrote our Canadian boys 
to go over it carefully as it is just as 
valuable as attending a NIAA conven- 


t10n. 
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Further, would you send a copy 
each of our four U. S. A. representa 
tives, addresses below, and send in 
voice to me direct in Montreal for th 
four extra copies? 

We appreciate the good work you 
are doing for trade advertising. 

Georce E. Fraser, 

Fraser Publishing Co., Montreal, Can 


. wv 


RECEIVED WRONG IMPRESSION 

To tHe Eprror: | am a subscribe: 
to INDUSTRIAL MARKETING, and have 
followed your “O. K. As Inserted” 
department very closely. I have al- 
ways had the greatest respect for the 
suggestions and criticisms made by 
this department in regard to different 
industrial advertisements. In fact, | 
watched it for any comments which 
might be made in it pertaining to the 
advertising put out by the American 
Leather Belting Association or Power 
Transmission Council, as it was my 
belief that any such criticisms would 
be very helpful to us. 

I might have been willing to accept 
one hundred per cent the criticism 
made in the May issue to the effect 
that the Association had “‘flubbed the 
campaign on pivoted motor base plus 
leather belt had The 
Chasers not tried to explain why it 
“flubbed.”’ 

I understand they think our slogan, 
Like a Hand—Pulls Like a 


is swell, but that “Produc 


drive,” Cop) 


“Grips 
Tractor,” 
tion Drive” is meaningless and color 
less, and they tried to prove this point 
by the advertisement put out by E. F. 
Houghton & Co., copy of which you 
“The Gallery.” 
proof offered, I am now of the opinion 
that The Copy Chasers, rather than 
the Association, may have “flubbed.” 


show in From the 


Anyone who cannot recognize the 
word “leather” which is displayed in 
prominent letters in the Houghton ad 
vertisement, and cannot distinguish 
between a flat belt, as illustrated in 
the same advertisement, and a V belt, 
probably is in no position to criticize 
any advertisement. E. F. Houghton & 
Co. manufactures and sells, as indi 
cated in its advertisement, flat leather 
belting. I have read very carefully its 
advertisement and yet I cannot se 
any mention of V belts. I cannot un- 
derstand how anyone can read into an 
advertisement things not contained in 
it. In other words, I have lost con 
fidence in “O. K. As Inserted.” 


It would be my suggestion to you! 
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How THEY MAKE USE OF FACTORY continued] 


Factory Substitutes for Shop Education 


tHE CONTROLLER FOR MANUFACTURERS OF A PRODUCT WIDE- 
USED IN THE AUTOMOTIVE FIELD AND OTHERS TOLD US: 


@ ‘I am one of those unfortunates in industry who came 
through the ‘front door’. There are gaps in my early 
training which make it necessary to study all the time. 
There’s where Factory does a wonderful job for me; it is 
full of practical articles that are always stimulating, even 
when I cannot use them bodily. My work is mainly pro- 
duction and maintenance control, cost reduction and the 
like but to me Factory is the most interesting magazine 
there is for men in industry.” 


Helps in Labor Relations and Buying 


PLANT SUPERINTENDENT OF A SUBSIDIARY COMPANY, RECENTLY 
GIVEN A FINE NEW PLANT AND INDEPENDENT STATUS, TOLD US: 


@ ‘Before we built this new plant and came over here, 
it was expected we would double output but we've trebled 
it instead, It has been necessary for me to develop my own 
sources and take a hand in many new things. In con- 
sequence, Factory is an invaluable help. I have read it 
tor a good many years and when | was out in Chicago 
used to spend five or six hours a month studying it. Now 
we re working seven days, three shifts, and I have to grab 
my two or three hours at home before dinner, on Sun- 
days and whenever I can, but I always do it. One of 
Factory’s best features is the labor relations articles; 
they're always good and always plain spoken. It helps 
to know how other good companies are handling labor 
problems, especially now. Our arguments are seldom any 
different than theirs but some of the writers know better 
than I do how to state them. It does help.”’ 


Five Hours Reading and Card Index Besides 


ASSISTANT SUPERINTENDENT OF LARGE MAKER OF WIRING 
SPECIALTIES SAID: 


@ “I can’t put a whole issue of Factory away in my head 
in five hours reading but I do the next best thing: I run 
a 3x5 card reference file on articles of likely interest. Ads 
too? Sure; they’re information too, Those cards saved 
a lot of trouble not long ago: A fixture wouldn’t drop out 
the pieces, no matter what. Suddenly I remembered reading 
about how to cure a magnetized chuck, and sure enough 
that was it. When we'd hooked up a storage battery the 
way the article showed, we were soon running again, 
slick as could be. Factory is a liberal education for a man 
in my job—and he needs one, too.” 


Motors, Maintenance and Labor Relations 


FACTORY SUPERINTENDENT OF A LEADING METAL SPECIALTY 
MANUFACTURER TELLS US WHAT HE LIKES ABOUT FACTORY: 


@ “Nearly every one of these machines are special ones, 
devised here for our own operations. Nine out of ten 
are individual drive and most of them have several motors; 
that new one over there will have ten. So motors are one 
of my first concerns. The splendid articles Factory has on 
motors have been a help to me for years and I read every- 
thing about them, reading pages and ads . . . Only one 
other thing interests me so much and that’s your labor 
articles—not that we have labor problems yet, never have, 
but we are watching. And I find that some of the big 
fellows know how to keep out of jams a lot better than 
I do, so I study and learn . . . As for maintenance, we 
just keep out of trouble by being careful. All the men 
read Factory and if we should have a tough one, we just 
get together and lick it. The company buys Factory for me 
here but I get one at home too; I take no chances on 
missing it, now that we're so rushed.” 





AS FACTORY becomes increasingly valuable to 
its readers during these times, so it becomes in- 


creosingly valuable to its advertisers. 


exceeded the average monthly page increase of 


all industrial papers by 117%. 





It more than a coincidence that: 


I ‘TORY’s average monthly _in- 
cr se in advertising pages, comparing 
th first quarters of 1941 and 1940, 


we FACTORY «« 


MARAGEMERT and MAINTENANCE 


A McGraw-Hill Publication 
330 West 42nd St., New York, N. Y. 
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editors that they carefully read all ad- 
vertisements which they intend to 
criticize before referring to them in 
their articles. 
E. R. Ratu, 
Executive Manager, American Leather 
Belting Association, New York. 
(Eptror’s Nore: It is quite obvious 
that The Copy Chasers received the wrong 
impression from Houghton’s trade name 
“Vim™ and the illustration which might 
be interpreted at a glance as a group ol 
V belts because of the scoring on the belt 
ing However, hereafter they will be more 
careful.) 


 -. we 


"VIM" IS NOT FOR "Vy" 


To tHe Copy CxHasers: Each 
month I look forward to receiving 
INDUSTRIAL MARKETING and carefully 
read “O. K. As Inserted.” I think your 
criticisms are exceptionally fair and | 
know that I have learned a whole lot 
from reading this column. 

I was, therefore, a little disappointed 
to see your criticism of the American 
Leather Belting Association copy 
which is to my mind unfair and shows 
that you must have drawn some hasty 
conclusions. It so happens that the 
advertisement of E. F. Houghton & 
Co. to which you refer features a flat 
leather belt drive of exactly the same 
type as the one described in the Amer- 
ican Leather Belting Association copy. 
They both show the advantages of the 
pivoted motor base in conjunction 
with flat leather belt, and the only 
difference is that while the Association 
ad stresses leather belting generally, 
the Houghton ad naturally stresses 


their own “Vim” brand of leather 
belting. 

It might interest you to know that 
E. F. Houghton & Co. are active mem- 
bers of the American Leather Belting 
Association and are reproducing these 
advertisements in their own house 
organ. 

I am particularly anxious to have 
your usual helpful criticism on this 
series and hope that you will devote 
space to it in future issues. 

Preston ve G. BALDWIN, 
First Vice-President, American Leather 
Belting Association, and President, 
Baldwin Belting & Leather Co., Inc., 


New York. 
v v v 


LET'S COMPROMISE 

To tHe Eprror: Several of our cus- 
tomers—readers of “The Houghtoa 
Line”—have called my attention to an 
article in the May issue of your maga 


zine in which The Copy Chasers criti- 
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We call ita VIM 
Efficiency 











Drive. ... 





in op 
pha Drive consists merely of a 
Certified VIM TRED Leather Belt used in 


maintenance .. . engineers 
be the most efficient drive for short-center 
installavons. 










VIM TRED 


LEATHER BELTING 





cize the advertising of the American 
Leather Belting Association, and refer 
to “an E. F. Houghton & Co. ad (sell- 
ing V belt as against the flat leather 
belt).” 

Oh, woe is us! To think that the 
hundreds of thousands of dollars we 
have spent criticizing V belts and ex- 
tolling the virtues of the Vim Efficien- 
cy Drive over the V belt, are all 
thrown away. 

As a matter of fact, of late years, I 
have been more or less in favor of 
using illustrations in connection with 
advertising, but the article in INbus- 
TRIAL MARKETING has convinced me 
that I am wrong. Ninety per cent of 
our Vim Efficiency Drive ads show a 
Vim Treded Belt on a short center 
drive with a pivoted base motor, and 
if the editor of a magazine, of the 
standing that INDUSTRIAL MARKETING 
has, failed to notice that it is a flat 
belt, then our efforts are wasted. 

I enclose herewith a copy of the 
March-Apri! number of “The Hough- 
ton Line,” on page forty-two of 
which you will notice a typical Vim 
Efficiency Drive ad. 

Frankly speaking, at present writing 
I am somewhat confused. I do not 
know whether I ought to fire our ad- 
vertising manager or myself, or 
whether I ought to cut out advertising 
altogether. 

AARON E. CARPENTER, 
F. Houghton & Co., 
Philadelphia, Pa. 


President, E. 
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BETTER START ALL OVER, BOYS 

To THE Copy CuHasers: You do: 
often pull a boner, but when you 
you make it good. On page 80 y 
criticize the advertising of the Ame 
can Leather Belting Association in c 
nection with their use of the ter) 
“Production Drive,” on the basis t! 
anyone could call a product “Prod: 
tion Drive.” 

Naturally, I don’t agree with \ 
because the term, “Production Driv: 
in this case is based on facts, and 
today’s hustle and bustle a productio 
drive is more essential than at any ti 
in the past. The term has already taken 
hold and is being quoted. Further tha 
that, the sales of both the belting and 
the base have shown a tremendous 
jump for the first quarter. A lot of 
this may not be due to the advertising 
but, nevertheless, there is satisfaction 
in the increased sales. 

I would have been considerably hurt 
by your criticism were it not for the 
fact that you accuse E. F. Houghton 
& Co. of selling V belts. Their Vim 
Efficiency Drive refers to nothing else 
but a leather belt in connection with 
the same pivoted motor base. And 
they are making use of everything the 
Association has put out referring to 
the “Production Drive.” 

And for your further information, 
the very thing you think is good— 
that is, the slogan of the association— 
“Grips Like a Hand . . . Pulls Like a 
Tractor”—is the one thing that | 
am not satisfied with . . . and it is the 
only point that has been criticized by 
anyone who has commented on the 
Association advertising so far. So this 
makes your analysis and mine just 
different about 100 per cent. 

Here’s hoping that the Houghton 
company sues you for slander. 

W. R. McLain, 
President, McLain Organization, Inc., 
Philadelphia. 


Simmons in Milwaukee 


Harry Simmons, sales consultant, 
for many years Eastern sales mat 
The Heinn Company, Milwaukee, 
been appointed sales manager, The 
Organization, Milwaukee, producer 
creative mail advertising. Mr. Simm« 
the author of a number of books ot 
and advertising and has contributed 
eral articles to INDUSTRIAL MARKE1 


New Bedford Appoints Tyson 
_ The New Bedford Cordage Com! 


New York, manufacturers of rope 
cordage, has appointed O. S. Tyso 
Company, Inc., to handle its ace 
Business papers and direct mail w 


used 
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@ TO WRITE the right copy for 
the building market you have to know 
whom you’re talking to. 

Lest sheer originality of that open- 
ing overwhelm you, we hasten to ex- 
plain. 

The building field is broad. It has 


many buying factors. “A” for Arch- 


itect . . . “B” for Builder ( Banker, 
too) . . . “C” for Contractor 

“D” for Dealer . . . “E” for Engi- 
neer . . . not forgetting the insur- 


ance people, management firms, realty 

houses, sub-contractors, etc., etc. 
Whom do you want to talk to? 
Each of 


ferent 


these individuals has dif- 
needs. Dif- 
Different 


cases—a 


interests. Different 
terent buying importance. 
reading habits. In 
different 


most 


business paper. Bear these 
things in mind, please, as we conduct 
this copy review. If you write copy 
for this field, study these angles much 
further (if you haven’t already done 
first key 


s0 They represent the 


to productive copy. 


from the angle of technique, the 


most conspicuous fact about copy in 
th arket is its great versatility. 
Af careful study of two issues 
each of five different publications, we 


red everything from “Tell All” 


to Ww to . editorial style, test, 


te nial, house organ, continuity 
quiz, merchandising, and a 
n of others. Generally speak- 


in pertormance in each of these 
C tions was anywhere from fair 
And 


there were far fewer poor ex- 


i " 


good, surprisingly 
t copy than in any large group 
rtisements we have checked. 

gitimate high point to start 


lew with is the Aluminum 


( ‘y of America—regardless of 
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how often its copy from other fields 


has been praised here. We have two 


Alcoa ads to talk about—a current 


spread and one of several months 


back. 


read. 


The current ad you’ve seen and 
It’s No. 1 of the series, “Alum- 
It’s direct, 
hold 


enough 


inum, Defense and You.” 


sincere—will make friends and 


there’s been 
written about this new campaign. 
(See IM, April, °41, p. 24.) 
how its advertising read when Alcoa 
This to the architect, 


friends. But 
Here’s 


had the alloy. 
in a clean, inviting spread, “Don’t 
bedevil the little lady, mister! 

Just around the corner, some smart 
merchant’s all set to catch your eye.” 
First paragraph will ease you into 
the beautiful efficiency of the copy, 
“An attractive store front is the first 
step in the merchandiser’s best-foot- 
forward. It halts the casual glance. 
Gives goods on display a chance to 
pull the Business 


prospect inside. 


Burrowing into the Building 


.. Savings Stories... Tests 


Pack a Wallop... Testimonials . . . Editorial Treatment 





Three more 


picks up. Profits rise.” 
paragraphs carry on with that same 
simplicity and incisiveness. 

This is as fine as we've 


this 


any copy 
come field. 
the finest if such a broad comparison 
is fair. So to author L. S. Mon- 
roe, account executive, Fuller 
and Smith and Ross, Inc., Cleve- 
land, our initial accolade. 

Going from large space to small, we 


across in Possibly 


find the quarter-page (but consistent) 
campaign of the National Door Man- 
ufacturers’ Association worthy of no- 
The label carried at the top of 


each ad is, “protection in the pub- 


tice. 
lic interest,” and reads into headlines 
like 
service of 
straight product copy completes the 
bill. Rather layout 
gives a useful family resemblance to 
all ads of the series. (See ‘“Gallery.’’) 

Holophane Company tell its prod- 


span of 
Short, 


this, “to increase the 


wood screens.” 


unusual type 
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This le 


This standard phrase, 
which signs all A.B. P. ads, 
is a hard-working doctrine. 
We mean every word of it. 


Increasing usefulness to subscribers 


’ 


For years \.B.P. publishers have bent every effort to serve bet 
ter the specialized job-interests of then reader audiences. In 
many instances the most modern research techniques are con 
tinuously applied to editorial improvement. This is not done 
with an eye to sales promotion. A.B.P. publishers undertake 
such research solely to detect editorial weaknesses and dis- 


cover ways to intensify readership 


Since advertising productiveness depends largely upon the 
publication's sustained service to its readers, this benefit to 


advertisers is clear. 


Helping advertisers make better use 
of that better readership 


Lhis part of A.B.P.’s “shirt sleeves” doctrine is more easily 
recognized as being of tangible help to advertisers and their 
agencies. More than 9,000 of you have sent for the A.B.P. aids 


to better advertising that we've produced so far. 


The “TELL ALL” book 


This proved so popular that the demand far ex- 
ceeded our wildest dreams. The supply is com- 
pletely exhausted. We have learned so much in the 
time that has passed since we wrote “TELL ALL 
No. 1", that we are planning a second and much 
more thorough-going edition which will be of 
much greater help to you than if we were to re- 


print the original 
{1.1 has been useful to those who have used it. 


Savs a manufacturer in Seattle, Washington We have used ‘TELL ALL’ 
wich os 

Another in New J< rsey ‘sa sure rob ¢ done. But don’t stop there. 

mv how ft Ie iil’ — 

ulapted the ‘Tell All’ 


Detier, 


We reprinted “Intensive Advertising” by John E. Kennedy 


this was made available to advertisers and agency people becauss 

deals so well with the practical application of TELL ALI prin 
ciples. Many thousands of copies have been requested since A.B.P 
frst offered “Intensive Advertising” last Summer, but there are some 


lett and they're sull tree. 





THE ASSOCIATED BUSINESS PAPERS 


=— A national association 


of business publications 


devoted to increasing | 
their usefulness to 
their subscribers and 
helping advertisers 
get a bigger return 

on their investment. 


Its usefulness to advertisers is part! 


statements like these 


From a Dallas agency man: “There ts 
little message from John E. Kennedy, 
many times its size that I have ever read 
add that I buy and read most everything 


the subject of advertising and selling.” 


An advertiser from Worcester, Mass 
nan who, thirty years you are doing a good service for the en 
field by publishing and circulating 
character. It is bound to contribute great 
ination of ‘Copy Constipation’ and u 


which goes into a conside rable amount of advertising toda 


Helping Management and advertising people ge ogether 


torts of 


\s long as some top executives inadvertently thwart 
ies get 


skilled advertising men, we can never help those © 
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369 Rexington Avenue, N.Y. C., CAledonia 9-4/9 


"and “Mr. P 


vertising Manacer: 


he booklet “Me 


tiga 


a full return on their advertising investment. So 
we have produced two booklets, “How I Ham- 
strung My Advertising Agency” and “Mr. Presi 


dent: Meet Your Advertising Manager.” These are 


addressed to top management. They are available 


to agency people who might want to distribute 


them to their clients, and to advertising managers 
who want to pass them along to their company 
officers. In either case, we'll send them for you if 


you want your name kept out of it. 


If reactions like these ave any indication, “Ham- 


re side nt” must be useful to somebody. 


‘Your ‘Mr. President’ certainly sets a 


sing manager to shoot at Frankly, 

ugh three yr four times, Each 

e dee} when I thought of the 

t doing that 1 should be doing.” 

in agency in St. Louis writes: “An 

f current client-agency relations. 

nilel increase the etlecttveness of 

fising Timel well done!” 

ew York Advertising Manager's request: “Please 
et Your Advertising Manager’ not 


and the 


Out to our treasure? 
ur divisions. 1 have to work with 
ge $; Ww 
iv booklet hits home with several Ww 
out of h 


mpleted an agency presentation 


i collection of cases illustrating how some consumer 


s have found ways to make their dealer paper adver- 


part of the merchandising plan. Designed for agencies 


cerned with handling consumer-goods accounts, this 


e not only to remind those agency's staffs of these 
ike dealer paper advertising profitable, but will pro- 


il to help them sell the client on doing /is part. 


Were just starting out with this new aid to better 


lvertising, so we dor’t know whether it’s any good o1 
a number of agencies on the 


ot. Even so, we have 


iting list. and if you'd like to hear about their reac- 


ms to it and possibly arrange for a showing before 


yple, get in touch with us and we'll see if we can’t 


ik; “Advertising is Like Editing” 


ps that some advertisers have taken to make a success 
is Was put together originally to convey to college 
il relationship between good editorial methods and 
i 


“ls. Advertising men who have seen it say that it’s 


more profitable advertising. 


their usefulness to their 


S geta Digger return on their 
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We can probably arrange to have this presented to groups of advertising 
people. Can't promise to rush out on the next plane, but drop us a line and 


we'll see what can be worked out 


How about a TELL ALL copy clinic? 


\.B.P. headquarters has had suggestions from agency people and adver- 


tising managers that we hold periodic round table discussions so that 


advertising men could 
PELL ALI 


genuine value to a sufficient number, we might get something started on 


get together and thrash out the application of 


principles to their particular problems. If this would be of 


it. Would you like to join such a group, or start one in your locality? 


WANTED: a couple of Guinea pigs 
So far 


advertisers and agencies regardless of size or product. On this one we are 


\.B.P. has given impartially of its experience and material to all 


going to be choosy. We want two or three manufacturers to work with us 
in evolving the perfect TELL ALL campaigns; test campaigns in each of 
which would be developed the ideal TELL ALL ads for one product sold 
to one market, chiefly through the medium of businéss papers (fully con 
related with supplementary sales and sales promotion efforts, of course) 
To these campaigns would be applied every known method of testing the 
effectiveness of advertising. Sure, the advertiser would pay for the advet 
tising just as he does now. He would be getting the help of experienced 
men who have studied the application of TELL ALL principles for years 
We would be getting case histories that would be of inestimable value to 


the entire advertising profession. 


If that sounds like a good idea to you, signify your willingness and tell us 
about your product and sales problems; but don’t be hurt if we turn you 


down, because, no fooling, on t/iis one we are going to hand-pick the few 


uv 
o 


situations that ideally suit the purpose, 


Believe us, we've only just started! 


This effort to help advertisers get more out of what we sell is not just a 


matter of good morals; it’s good business. And besides, it’s much more fun! 


So many of the same agency people and advertisers who, a few years ago 
were the cynics and critics who made our lot a most unhappy one, are 
now asking “Do you think this copy will get the maximum results?” instead 
of “Why in heck should I use business papers?” Yes indeed, we should 


have done this long ago. 


So, don’t you agree that the A.B.P. doctrine is more than a nice-sounding 
phrase? We have all this material available, and many ideas for new and 
better ways to help advertisers get a bigger return on their investment, 
But we can't do it all at once, or alone. If you haven't received the mate- 
rial described in this advertisement, or if you have any ideas that would tie 


in with the proposed activities, the next step is yours. 


Here’s a coupon to make it easy to get the booklets, but we'd rather have 


a letter telling us what you think of the whole thing. 


s 
j Business Pope 
bn meso ne? Leaingto® Ave. 
Roo , 
we York CMY bi 
« We send me without obligation, We, 
: eer * oa. (Ai rhree it you w 
bookle 
them.) 





Name 
Position 
Compony: 
Street 


City ond Srote 
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€—= The “Gallery” 


uct story effectively on ‘“Contro- 


lenses” for fluorescent lighting with 
three photos, diagrammatic sketches, 
and short descriptive copy bits. In- 


Hazard Insul- 


a straight-on- 


teresting treatment. 
ated Wire Works in 
the-line column of product copy un- 
der the head, “Don’t Be 
Here are simple facts about wire des- 


Puzzled! 


ignations in the new N.E. 


takes good advantage of “Tell All.” 


Pittsburgh Plate Glass on the other 
hand, tells its story on store front 
metal quiet, almost chaste, fashion 
unretouched 


detail 


with a finely lighted, 


photograph of product, a 


sketch, competently quiet copy. 
Johns-Manville injects a great deal 
of news interest into its product story 
“Millions of Tiny 
Better Roof!” This 


vitality 


on asbestos roofing, 
Holes . . . Make 
page packs a lot of with 
strong sub-head and useful detail. 
There’s nice, efficient copy han- 
dling to be found in some of Truscon 
Steel many 


ways this copy 


Company's pages. In 


reminds us of the 
Mill and 
mentioned more than 
No fl ashy stuff, 


that man- 


tone of American Rolling 
Grinnell copy 
once in these pages. 
but the kind of advertising 
ages to move a lot of uostel informa- 
tion into the buyer’s hands. For ex- 
ample, we have more than a hunch 
‘The Sky is the Limit 
offer 


Selectivity 


that this page, 
—Truscon Steel Casements 
Architects Unlimited 
aimed just about right for architects. 
Here are a few bits lifted from the 
text that confirm that hunch—"Start 
with the 534 types and sizes of Trus- 
con Residence Casements”—" Modern 
features of construction, ease of opera- 
tion, weathertightness, economy of 


durability”—"Yet 


“Details avail- 


maintenance and 
prices are moderate’ — 

Well illustrated and 
use of color, the only 
little 
Although two 


able in Sweet's.” 
with interesting 
suggestion we can offer is a 
more lift in headlines. 
noted later, do better in 
Nature 
sends a bill for Natural Daylight and 
‘Three 
Agree on the Advantages of Truscon 
Double-Hung Steel Windows.” (See 
Gallery.”’) 

The pages Ingersoll Steel & Disc 


Division runs for 


other ads, 


this regard—‘‘Mother never 


I resh Air” and Professions 


“KoolShade” sun 
screen should rate high in effective- 


ness because they are so well docu- 





Code,” 


mented with pictures and words. 

tle things like these: “Notice tl 
five surprising and “Ko 
Shade stops the sun heat outsid. 


points,” 


reduces 
to 85°, 


the window glass 
load as much as 80°; 
worked in effectively to back up main 
“Gallery 
Cardox Corporation’s page, “W 
PRODUCTIO? 


category because 


illustration and text. (See 


the Function is 
falls in the 
alongside of main text with subhx 


same 


“Today’s Design Must Eliminate 
terruptions Even by Fire,” is a panel 
of seven significant product features 


and benefits of which this is typic 
installations tremendously 
The offer to architects of 
Data 


the close of 


“Piping 
simplified.” 
‘a convenient File” about 
Cardox at the main text 
is the kind of simple follow-up that 
enough folks don’t do enough of. 
Cardox over a fair period of time 
should find it registering with the 


right people. (See Gallery.”’) 


Savings Stories Always Significant 


Skilsaw, Inc., for instance, in its 
strong color spread of powerful, pos- 
ter-ish layout, “Skilsaw gets sawing 
costs down! Gets jobs.” This 


headline on the right hand page. Left 





The Copy Chasers’ 
Principles 

@ THE COPY CHASERS _ 

their criticism of industrial ; 

vertising on the following het 
principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re 
memberable. 

2. An intriguing headline—not 
just tricky—logical to th 
sales idea, and promising 


enough to make reading 
worth while. 

3. Skillful copy, free from gen 
eralities, free from advertis 

ing bromides, and free fron 

unbacked-up claims for st 


periority—readable, huma 


4, Copy 
uct’s qualities in terms 
benefit to the purchaser—b 


expressing the pro 


nothing exaggerated, not 
ing boastful, nothing 
salesman himself would 
ashamed to say. If necessa 


—good solid “reason-why 
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How? By using a cement that gains 
strength 7 times as fast as normal 
Portland — Marquette High Early 
Strength Cement. 


‘By BY Gs ae TO BETTER BUILDING NO. 









You can’t stretch time, but you can 
compress the time needed to do 
fine concrete work. 





A remarkable fact is that this cement stays 











/ MARQUETTE CEMENT MANU 


hand page, too, carries its own head- 
line, ““There’s a model of Skilsaw to 
speed up your sawing on every size 
Builders, to 
whom this spread is pointed, should 


of lumber you use!” 


find it difficult to pass by. (See “*Gal- 
lery.’’) 

Likewise for Marquette Cement’s 
“Short-Cuts to Better 
Building.” Nice, modern layout treat- 


half page, 


ment of No. 1 of this series—with 
copy like this sample: “You can’t 
stretch time, but you can compress 
the time needed to do fine concrete 
work. How? By using a cement 
that gains strength 7 times as fast 
as normal Portland—Marquette High 
Early Strength Cement.” For intel- 
ligent copy treatment of a pretty 
prosaic product, and in less than 
page space, ——————————_- gets 
our second mention of the month. 
Sorry, fellows, but they won’t tell us 
who did this commendable job. ) 

Noteworthy, too in this matter of 

1g money is Square D’s advertise- 
ment, “A Cost Comparison Square 
LD) Multi-Breaker vs. Switch and 
.” This page is built around 
cost comparisons, as set up by 
eadline, in a small, medium, and 
sized home. Cost analysis for 
is listed. The story is quickly 
graphically told. 


‘nteresting Group of 
w to” Ads 
‘sburgh Plat 


o Store Fronts” with “How to 


Glass, again on 


re the front you design will 
And, in the 
business, Zouri Store Fronts with 


tor your client.” 


to Minimize Chances of Glass 
ige. Amusing cartoon layout 


jue, too. Mention, also, for 


4 Products with its small- 
. ‘Do you know How to Paint 


ete, Stucco and Brick Success- 
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trouble, in less time. Try it. 


plastic just as long as regular cement, and 
is more workable during its plastic period. 
It will give you better concrete, with Jess 





COMPANY 





FACTURING 


ME 










MPH 


fully?” (See 


“Gallery.”) A dramatic 
page over Revere Copper & Brass’ sig- 
nature, “How to hold water back!” 
Sales-stoking spread in color by Black 


5 Decker, "Neu Free Handbook 
Shows How to Cut Days Off Jobs 
with Black & Decker Electric Saws.” 
Fine bread and butter stuff in General 
Flectric’s, “Here’s How Lyon and 
Brown Sold 77 Homes instead of 50!” 

Last in this group, and for our 
money a real winner, is Surface Com- 
bustion’s, “How $600 Saved with 
JANITROL heat resulted in one of 
Home 
Built around the actual experience of 
one R. C. Dewey, a Buffalo builder, 
with the gas fired Janitrol heat in one 


America’s Finest Projects.” 


of his successful home developments, 
it emphasizes many benefits other 
builders can’t afford to ignore. Cer- 
tainly Ralph G. Harris, president, 
The Fred M. Randall Company, 
Detroit, deserves full credit for 
this purposeful page. 


Back a few paragraphs we compli- 


mented Cardox Corporation for its 










How *600 Saved with JANITROL heat 


resulted in one of America’s Finest Home Projects 


Ce 





offer of “a convenient Data File.” 
We likewise extend congratulations, 
and for the same service, to Scott 
Paper Company for its page, “New 
Data to help you plan More Efficient 
Washrooms” (see “Gallery”) — and 
to Koppers Company for the color 
strip and large coupon tied into its 
page, “Black Out plants prove again 
why you should ‘stick to tar.’” The 
color strip, running down the left is 
headed, “From the Koppers Library 
of Technical Information” and illus- 
trates five pieces of useful literature 
available. 


it possible for the reader to check off 


The large coupon makes 


seventeen different folders if he is 
hungry for information. Incidentally, 
from what we have learned about 
Koppers’ success in distributing liter- 
ature to the right people, we think 
this Koppers’ campaign is worth fol- 
lowing. Surely buyers need informa- 
tion today like they never needed it 
before. 
them to get it? 

Right here is a good place to 
dish out a platter of praise to 
Burton W. Schellenbach, Hor- 
ton-Noyes Company, Providence. 
Why? Because as we traveled through 
the pages of the papers in the building 
field, time after time we would find, 
striking us smack between the eyes, 
“. . . And Three Butts on Every 
“Good Construction Calls 
for Fireproof Shingles... And Three 
Butts on Every Door.” “Good Con- 
struction Calls for BX Cable... And 
Three Butts on Every Door.” It begins 
to get you after awhile. Beauty of it 


Are you making it easy for 


Door.” 


is that it’s not fancily phrased as some 
basic sales ideas are, it’s just plain 


= 
Ca 
... And 
Three Butts 
on Every Door 
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ABC English. Ten to one you know 
the advertiser before we write its name 


Th Stanley Works. Need- 


less to say, its story doesn’t stop with 


in here eee 


this slogan (or whatever you want to 
call it). It’s supported by some 
sound selling copy and a practical lit 
tle reverse picture of the “Exclusive 


Stanley Non-Rising Pin.” 


one of the leading building field ad- 


Stanley is 


vertisers. 

Speaking of basic sales ideas, we 
ought to spot here Keasbey & Matti 
son’s “Color-Toning” which 
now brings Asbestos-Cement Roof - 
ing to New Heights of Beauty.” 
(See “Gallery.”) Also United States 
Gypsum who is promoting its fire- 
proof mineral tile, “Acoustone,” 
with, “To Control your Sound with 
Smooth Surfaces use Acoustone’s 
‘SPLINE-ALINEMENT"’.” This fea- 
ture is a special product development 
which permits tile units to be butted 


tightly together. (See “Gallery.”’) 


Tests Pack a Wallop 

One of the most authentic and 
effective forms of advertising is, of 
course, copy that features fests. Either 
1 test the manufacturer has made, or 
that some outside laboratory has 
handled for him, or, better yet, some 
simple test the prospect can make 
tor himself. Louisville Cement Com 
pany is one ot the oldest users of this 
technique, its “Brixment” test has 
been played up in many color pages. 
Current copy, “Make This Test— 
Prove BRIXMENT is Best! BRIX- 
MENT Mortar Has Fa 


Water-Retention!” uses two close- 


Greater 


ups to illustrate the simple test sug 


Reste d. 
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Pullman Sash Balances talk about 
“This 30-Second Experiment will give 
you the key to real satisfaction in 
Double-Hung Windows.” It suggests 
(and illustrates) a three-step test to 
prove the merit of its patented prod- 
uct. But why not a signature, Pull- 
man? (See ““Gallery.’’) 

We like American Rolling Mil’s 
suggested test on “Paintgrip Sheets” 
better than most, however, because 
the test it recommends is so easy to 
make, and because the copy offers a 
test sample. In fact, the entire page 
we studied is simply handled. Head- 
line reads, “THI TEST tells how 
paint sticks to ¢his galvanized metal.” 
The illustration shows a pair of hands 
with a pen knife in close focus 
actually making the test on a piece 
ot painted sheet. The test, itself, 1S 
so simple. Armco supplies the pros- 
pect with a small section of galvan- 
ized sheet. Half the section is “Paint- 
grip” treated. Other half is un- 
treated. Sample was then painted and 
permitted to age. All you do is scrape 
the sheet with a pen knife. The paint, 
Armco says, you will find, flakes off 
the untreated part but sticks like the 
very devil to the “Paintgrip” part. 
On the strength of that, W. E. 
“Bill” MeFee, Armco copy 
chief, and Boswell “Bud” Dav- 
enport, N. W. Ayer, Philadel- 
phia, take a bow in print, right 
here and now. 


Test to Testimonial Is But a 
Short Step 


And we found the building press 


far from barren on testimonial copy. 





RP te nm 





Everything from Alexander Smit; 
trim page, “Theatre Carpets by Jo 
Eberson” (who happens to be Anx 
ica’s foremost designer of theatre 

to Warren Webster's dignified p 
(see “Gallery”) featuring the co 
Meyer, Jr., M.! 


president of Meyer, Strong and Jo: 


ments of Henry C. 


Inc., well-known engineering fi 
Mr. Meyer’s testimonial is on st 
heating and Warren Webster mei 
intelligently tying in with this co 
“The Webster Moderator System 
Steam Heating has been specified 
Meyer, Strong and Jones, Inc. 
such installations as Miriam Osbo: 
Home, Harrison and Rye, New Yor 
where it has been in operation for 
years, and Hudson House, Ardsley-o 
Hudson, New York, where it has be: 
in operation for four years.”’ The re 
strained treatment of this page gives 
it considerable impressiveness. 

Petroleum Heat and Power Com 
pany uses the testimonial technique 
effectively with, “6 Prominent Archi 
tects Talk About Oil Heating Sys 
tems.”” Each testimonial is not alone 
from a well-known architect, but 
each has a reputation for the pat 
ticular type of building talked about 
—schools, hospitals, hotels, etc. (‘‘See 
Gallery”. ) 

Andersen Corporation’s personal- 
ized copy, we like, too. “It’s easy to 
get the whole millwork order,” says 
Wm. R. Lamar of Lamar & Wallace 
in Washington, D. C., “I just. start 
my sales talk with a demonstration of 
Andersen windows.” The copy con 
tinues that testimonial and in addi 


tion, features three points of super 


“wo poors 
PAINT oOne€ * eit 
ot “se yess PA 
0 


A pours u- 










matte 
this ©.e<+ce in LABOR 


and MATERIAL permits 
the use of guaranteed 


at the same installed cost as common multi- pene! 
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“... and they shall beat their swords into ploughshares, 


and their spears into pruninghooks: nation shall not lift 
up sword against nation, neither shall they learn war 
any more.” 
—ISAIAH, 2:4 





The industrial marketer of today treads a precarious path. For one 


r thing. he is faced with the problem of serving today’s war-boomed 
ut industries, many of which heretofore have not been regular customers 
} and will not be when the crisis is past. He also has the problem of 


maintaining good will with regular customers whom he cannot now fully 


a 


serve but from whom he will derive a livelihood in years to come. 
cs The textile industry is manufacturing the largest volume of goods in its 
rODAY... history. Its demand for textile and general industrial equipment and sup- 


eae 


plies is record-breaking. Since more than 20% of present textile produc- 


i val 


) tion is directly for defense purposes and many mills are largely or wholly 
r working on government contracts, it may be considered te a great extent 
. a priority market. So the textile industry of today is a fertile field for 
those manufacturers who can serve it. 


We can judge the future by the past. The textile industry is the most 
PONQRRQW stable of America’s major industries. Based on Federal Reserve reports 
ae a and industrial production records, it has operated at a higher level dur- 
ing the past 25 years than industry in general. Producing largely con- 
es sumer necessities, it suffers the least of any major market in depression 

periods. The textile industry, with its steady production curve, will pay 


you dividends tomorrow on today’s advertising. 


With the largest circulation in its history—with the largest paid mil! 








circulation and the largest circulation among the mill buyers of any 
textile publication, COTTON, Serving the Textile Industries, can 


help you build both today’s and tomorrow’s sales. 
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“See Gal- 


iority for the product. ( 
lery”’.) 

Last in this group, and a winner, 
is a color spread for the Paine Lumber 
Company. Nice and bright and buck- 
eye with a big cartoon of two painters, 
it sticks right to the business of sell- 
ing “Rezo Flush Doors.” First painter 
says, “I paint fwo doors to his one 

and use less paint.”” Second painter 
complains, “I have to clean corners— 
24 of side—that’s 48 


corners—it 


them on each 
takes 
ill this copy says, “This Saving in 
LABOR and MATERIAL permits the 
use of REZO FLUSH 
DOORS, at the same installed cost as 
And, 


finally, for anyone in the house who 


time.”” Underneath 


guaranteed 


common multi-panel doors.” 
still wants to argue, a big red arrow 
reading, “Read the evidence for proof,” 
leads into a great testimonial letter on 
Everything’s 
here—soup to nuts. Congratula- 
lations, D. C. McCray, vice- 
president, Paine Lumber Com- 
pany, for such convincing copy 
treatment. 

We haven't enough space to dig into 


a builder’s stationery. 


the many other copy techniques used 


in this broad market, but here are 
highlights: 

Arrer—The Mengel 
“Mahogany 


this 


just a few 


BEFORE AND 
Company in its 


MENGEL BORD 


room—and _ the 


page, 
transformed 
cost of the Mengel 
Bord was only $118.” 

Copy — 


W eyer- 


color 


MERCHANDISING 
Sales 
“Weyerhaeuser 4-Square Ad- 
the Builder SELI 
Ditto The Miller 
a small block of 


hacuser Company in a 
spread, 
helps 
JOBS.” 
who uses 
“To 


to effectively merchandise 


vertising 
MORI 
Company 
copy headed, Architects and 
Engineers” 
a page from its broad industrial cam- 
paign. 

Hous! United States 
Gypsum’s “USG News-Facts” in Pen- 
cil Points and “The USG Builder” in 


Practical Builder. Different news, dif- 


OrGAN — 


ferent appeals and treatment for these 


different men. 


A. M. 


inter- 


EprroR1IAL TREATMENT — 


Byers Company with a very 
estingly laid out page, “Today’s small 
homes bring new heating problems 

will Radiant Heating solve them?” 
Rather long text, but text that should 
rate a real reading because it is pred- 
cated entirely upon /elpfulness as are 
the editorial pages of good business pa 
pers. We recommend this for an award 
as topnotch of its type. So here’s a 


pat on the back for your pains- 


78 


Lerger giess areas no basements more house per dollar 


BYERS WROUGHT IRON 


taking effort, C. M. Morley, ac- 
count executive, Ketchum, Mac- 
Leod & Grove, Inc. 
Quiz—Insulite in a page, “Build- 
er’s Quiz! asked 
these questions. .how would you an- 


Suppose you were 
swer them?” Five questions with an- 
swers right underneath them make it 
easy to peck. 

COMPARATIVE SALES CHART—Men- 
tioned last month, but repeated here 
purposely — Mesker Brothers’ page 
assembled around Steel Sash 
““Merit-Meter.” effective and 
strengthened still further through a 
tied-in test. (See IM April ’41, P. 58, 
and May °41, P. 77.) 

HuMAN INTEREST 
Cork’s, “Students will please refrain 
from yodeling in the halls!”” And Na- 
Gypsum Company's light- 

"Jake's all set to your 
paint your portrait 


their 
Very 


— Armstrong 


tional 
handed, 
hair 
balm you!” (See “Gallery”.) 
SurveYs—Scott Paper Company’s, 
“Public Surveys show 3-1 preference 


cut 


or em- 


for Scott Tissues.” 
ContTiNutry Strip—Coleman Lamp 
5 Stove Company's, “1 Thought I 
Knew All the Answers, Until “2 
ANNOUNCEMENT— To Conserve 
Zine for National Defense the manu- 
facture of Anaconda 67 Brass Pipe is 
the 


known signature of American Brass. 


being discontinued” over well- 
Also a great reminder of how versatile 
and useful business paper advertising 
is for 


“talking” to buyers about a 


current situation or problem. 
Boo-of-the-Month— W hat about the 
Yes, 
they do in all fields, 
think. Of 


negative side—the “boo” spots? 


they exist, as 


but not so many as vou 


course, every field has its “Leadershi; 
shouters, and people who play arou 
with that innocuous, “. nothing b 
the best,” and some of the other was 
ful On the 
would say copy standards rate high 
the building field. Improvement, 

feel, rests in that word helpfuln 


wish-wash. whole 


For in this market as in others, buy 
today 


never before. We keep repeating 


need useful information 
throughout. We can’t say it enou 
And that leads us to the 
Boost-of-the-Month— Which 
would like to award to Architectural 
Record, the helpful 
spreads it has been running, “Arc! 


for series 


tecture Meets Advertising” in 
“practicing architects air their views 
on the type of advertising that will 
be most useful to them.” 
at invitation, have written down their 
comments and suggestions as to what 
makes for good advertising directed 
to them. 
typical comment: 

The architectural advertising that 
the best selling job with me is that whic! 
tells a simple, pointed story In 
words, it helps solve one of my probler 
either present or anticipated. I dislike 
vertisements that are confused witl 
much sales talk, too many “Eurekas,” t 
much hysteria. I dislike advertising th 
never bothers to get to the point; I 
like advertising that is all cheese cake 
no data; I dislike advertising that 
big claims yet never really bothers to ba 
them up. I'd like to see more emphasis or 
economy space-saving, money-savi! 
time-saving. I'd like to see better illustra 
tions— illustrations that show the prod 
at work 


At the left side of this spread is 
a large rule box containing a summary 


Here’s an extract from 


of all architects’ comments with spe- 


cial emphasis on items like “Perform- 
“Appearance,” 


spreads are 


“Application,” 
These 


value 


ance,” 
“Cost,” 
crammed with for advertisers 
and agencies who want to talk 
architects helpfully. And it is be- 
cause of Architectural Record’s spirit 
of helpfulness to these people it 
this Boost. 

We off 
market—know your 
him as specifically and helpfull) 


you possibly can. That’s how ea 


etc. 


with—know 
man—talk 


sign 


really is. 
CHASE! 


THE Copy 


NBP Adds Two Members 


Bill Brothers Publishing Corpor 
New York, publishers of Rug P 
Tires, Soda Fountain Magazine 
Grocer-Graphic; and Thomas Pub! 
Company, New York, publishers 
dustrial Equipment News, have 
members of the National Business 
Association 


i. 


| 
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[CONTINUED FROM Pace 24] 


Twelve 1941 Sales 
Appeals 


is perfectly possible for a business to 
be oversold beyond the means to de- 
liver. Many businesses are in that po- 
sition today. The machine tool indus- 
try is one—and, incidentally, that in- 
dustry is doing a sounder job of ad- 
vertising today than ever before. 

Yes, it is possible to be oversold be- 
yond the means of delivery. But is it 
possible, gentlemen, to be oversold in 
the sense that too many of your pros- 
pects and customers fully understand 
the benefits to them of your products 
or services? Your plant may not be 
able to meet the current temporary 
demand. But I submit that that does 
not constitute evidence, even presump- 
tive evidence, that your selling job is 
done. You and I both know of count- 
less cases where an order has been 
placed with a producer solely because 
he could meet deliveries better than 
his competitor. Such business is not 
“oversold” —it is not even sold. 

That is why, at the beginning, I re- 
ferred to the false banner, “oversold.” 
We deceive no one but ourselves if we 
believe that we have “sold” so thor- 
oughly that all our customers and all 
our prospective customers—now and 
in the future—really understand all 
the benefits that our goods or services 
can bring them. 

Moreover, I submit to you that, if 
you are “oversold,” from a delivery 
point of view, your salesmen probably 
are doing a poorer job of basic selling 
than they have done in years. They 
have no prime incentive for basic sell- 
ing. They are busy? Yes. They are 
doing a good job? Of course. They 
are doing a service job, smoothing over 
difficulties, explaining non-deliveries— 
but they are doing less and less actual 
selling in the elementary sense of that 
word. 

Your best chance to keep up that 
hard-hitting selling job upon which 
your future business may depend is to 
use your advertising now to sell the 
merits of your products harder than 
ever. Your advertising manager, gen- 
tlemen, can better control your selling 
effort than your sales manager. His 
salesmen—the advertising pages—need 
not be sidetracked; they need not take 
time to listen to complaints; his sales- 


men—his advertising—have no ears to 
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hear them. His salesmen have only 


tongues with which to sell. 
The Business Paper—What 
It Is, What It Does 


Throughout this discussion I have 
assumed that all of us are agreed on 
one fundamental—the role that busi- 
ness paper advertising plays in the big 
job of selling to industry and the field 
that the business paper covers. But it 
occurs to me that, in the light of to- 
day’s swift-changing events, it may be 
well for me to define anew the busi- 
ness paper’s function and field. 

In time of peace, the business paper 
serves as industry’s clearinghouse for 
the exchange of productive informa- 
tion, as industry’s market place for the 
exchange of efficient equipment, ma- 
terials, and services. 

In time of war or emergency, the 
business paper’s function is enlarged 
by the demands of defense production. 
To the ever-important need for the ex- 
change of goods and ideas is added the 
new need for more and more produc- 
tion, greater and greater efficiency, 
and, above all, for speed. 

Then the business paper becomes, in 
fact, a vital line of communication on 


the industrial front. 


Conclusion 


To those of you concerned in basic 
planning of business paper advertising 
I should like to summarize the salient 
facts of the study we have just re- 
ported, and what it indicates to you: 

1, Under any conditions—whether 
it be those we encounter today or at 
other times—business paper advertising 
is purely and simply a means of com- 
munication. It is an accepted, tried 
and tested means of communica- 
tion utilized by businesses that have 
goods to sell to communicate vital 
information to businesses that use these 
goods. 

9. Under any 
most particularly, under conditions of 
rapid business change—it may be as- 
sumed safely that there is a great deal 
of vital information which the sellers 


conditions—but, 


of goods must communicate to the 
buyers of goods. The question you 
must answer for yourself is: “To what 
specific buyers shall we now communi- 
cate information through our adver- 
tising pages?” 

3. Sound advertising in business 
papers at any time must serve the 
buyer if it is to serve the seller. Busi- 
ness men read business papers to pro- 
cure information helpful to them in 
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their business. They expect to find i: 
formation in the advertising page 
The next question you must ask you 
self, therefore, is: “What specific i: 
formation about our business shou 
we now communicate to our prospec 
and customers?” 

Please note that we emphasize 
word “specific.” Because therein |i 
the great value of business paper ad 
vertising. It enables buyers to procur: 
from their business papers information 
on their specific problems. It enab 
sellers to communicate specific infor- 
mation on specific products or subjects 
to buyers. No other type of media so 
effectively and economically offers this 
distinctive advantage. 

I believe it may be categorically 
stated that never before in the histor; 
of American business have advertisers 
so soundly used business paper adver- 
tising. The study we have just pre- 
sented substantially proves that point. 
Remember these two questions, and | 
repeat them: 

To what specific buyers shall we 
now communicate this information 
through our advertising pages? 

What specific information about our 
business should we now communicate 
to our prospects and customers? 

Upon how soundly you answer these 
two questions may well depend not 
alone the future of your business, but 
even the very existence of your busi- 
ness. Today we have time to prepare 
for tomorrow. Tomorrow it may be 
too late to prepare. 

I should like to add one final 
thought. You will recall that in an 
earlier part of this discussion we re- 
ferred to our defense program as be- 
ing equivalent to an industry four 
times the size of the automobile in- 
dustry. But let us not forget that this 
huge “new industry”—the defense in- 
dustry—has no permanence, produces 
nothing of permanent value, and in- 
sures no permanent employment. It 
is a long-term liability. It will perish. 

When that day comes—as it will— 
there will be only one hope for Amer- 
ca. That hope is that industry then 
will be able to produce such a volume 
of peace-time goods at a cost so 0" 
that our people may be able to Suy 
them in sufficient quantities to \e¢ 
the men in our factories employe 

Therefore, the manufacturer 
now vigorously promotes equip! 
which will render industry more 
cient is not only assuring his 
future, but in addition is perfor 
a high patriotic duty. 
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+ these men 


were LAID END TO END... 


Did you know that if the readers of MODERN 
INDUSTRY were laid end to end they would en- 
tirely enclose the American industrial market? 


Fooling aside, it is a fact that every issue of MODERN 

INDUSTRY reaches more than 50,000 management men 
certified buyers—in 31,500 plants responsible for ap- 

proximately 89% of all U. S. industrial production. 


the MASS MEDIUM of industry 





MODERN INDUSTRY gives you coverage where coverage 
counts most— where requirements for material and 
equipment are known to be largest — where buying 
power is greatest—where sales opportunities are biggest. 


management men TAKE TIME to read it 





Busy as never before, management men get less time 
than ever for reading — but they do read MODERN IN- 
DUSTRY. They read it because it not merely reports but 
interprets events, trends, government actions, com- 
mission rulings, court decisions, new processes of broad 
ulllity, mew ideas in product research, development, 

chandising—and stresses their significance in terms 

reed for action, immediate and future. MODERN 





INDUSTRY'S ten travelling editors dig up the facts fresh 
from the field, get pictures that tell a story, go behind 
the scenes and under the surface, to find out what it 
means to industry. “MODERN INDUSTRY is outstanding 
for us who have but little time”, writes a company 
president. “Planned cursory glance —read cover to 
cover!” writes another. 


62% LARGER advertising page... 





every advertisement NEXT TO EDITORIAL MATTER 





To give its advertisers full advantage of MODERN IN- 
DUSTRY’S intensive readership, every advertisement in 
every issue is placed next to editorial matter. 


Moreover, MODERN INDUSTRY offers you a large adver- 
tising page—a page in which you can do a real job of 
advertising showmanship—a page 62% larger than the 
standard 7 x 10 page. 


Join the 50 leading industrial advertisers already 
using MODERN INDUSTRY. Forms for the July issue 
close June 28. Send for the booklet — “31,500 
Plants”. 


GET THIS BOOK 


Helpful, interesting, different. 
Tells how, why, MODERN INDUS- 
TRY helps seller, buyer—reaches 
more plants, more certified buy- 
ers, more readers, gives more 
value, carries more prestige—does 
more for reader and advertiser. 
Copy free on request. 





MODERN UN DUSTRY 


347 MADISON AVE., NEW YORK, N.Y. 


CLEVELAND CHICAGO 


on Commerce Bldg. 
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Advertisers Discuss Problems 


at ANA Industrial Meeting 


@ ON THE 


production of this country may soon 


premise that present 
be supercharged into total war effort, 
the industrial advertising man’s prob- 
lems today consist of (1) maintaining 
sound public relations; (2) holding 
down ill will among neglected custom- 
ers; (3) cultivating future customers; 
and (4) priming the morale of sales- 
distributors, and distributors’ 
Such 


made to the industrial adver- 


men, 
salesmen. was the essence of a 
report 
tising session of the Association of 
National Advertisers’ convention held 
last month at Rye, N. Y., by R. C. 
Byler, advertising manager, SKF In- 
dustries, Inc., Philadelphia. Mr. Byler 
led a discussion on the subject, “What 
Forms of Long Range Advertising Are 
Now Used or Planned by Members of 
the ANA in Connection with Prod- 
ucts for Which Present Manufactur- 
ing Capacity Is Fully Occupied?” 
Other subjects on the program and 
their discussion leaders were: “Market 
Research Now for the Post-War Use 
of War Time Facilities,” by Donald R. 
G. Cowan, manager, Division of Com- 
mercial Research, Republic Steel Cor- 
poration, Cleveland, and “What Ef- 
fect Will War Time Condi- 
tions Have Upon Promotion and Dis- 


Methods?” by H. H. Sim- 


mons, advertising manager, Crane Co., 


Present 
tribution 


Chicago. 

Following these discussions, J. F. 
Apsey, Jr., advertising manager, The 
Black & Decker Mfg. Company, Tow- 
son, Md., chairman of the ANA Com- 
mittee on Industrial Exhibits, gave 
highlights of the forthcoming “Primer 
which is 


for Industrial Exhibitors,” 


to be published soon 


Report on Readership Survey 


The meeting also heard for the first 
time a report on the exploratory study 
of business paper readership recently 
completed under the direction of the 
Advertising Research Foundation. The 
survey was made in an attempt to de- 
velop a satisfactory technique which 
might be used by any group or indi- 
vidual desiring to make such a study. 
Further work is to be done on the 


project before it will be released 


publicly. 
Mr. Byler 


with a customer jury test of two ads 


related his experience 


82 





among a thousand important custom- 


ers. One ad of 320 words without 
illustration of product talked about 
weapon in her vast 
industrial resources of which SKF is 
The other ad contained 302 


words with illustration of the product 


America’s great 


a part. 


and its installation in the New Queens 
tunnel. The customers were told in a 
letter that the purpose of both ads 
was to keep the SKF name before the 
public and asked which one they pre- 
ferred. Out of some 600 replies, over 
400 selected the ad for its 
specific information, thus indicating 


tunnel 


that buyers are interested in factual 
copy rather than the so-called patriotic 
theme. 

Another poll, on the length of copy, 
indicated that copy 
should be from thirty to fifty words 
in length whereas data-built copy may 


institutional 


contain as many as sixty words. 


Disposition of Catalogs 


Inquiries among advertisers about 
their disposition of catalogs and bulle- 
tins under today’s conditions revealed 
a tendency to limit them to district 
offices and inside men for the purpose 
of keeping them informed of new 
products and installations on the 
theory that general distribution was 
not desirable when new orders cannot 
be filled or prospects properly serviced 
within a reasonable time. 

There will continue to be support of 
well established and properly managed 
industrial shows and expositions, ac- 
cording to the survey. 

In the discussion of market research, 
Mr. Cowan urged that everything pos- 
sible should be done to lower the cost 
of distribution. Advertising, he said, 
has greatly reduced the cost of produc- 
tion by increasing volume and it is 
now time that market research should 
be applied to the task of reducing the 
cost of getting the goods to the user. 

Mr. Simmons questioned whether 
the new channels of trade being used 
during the preparedness program 
wherein the middle men are sometimes 
short circuited might lead toward 
the jobber when the 


While this situa- 
tion confronts the plumbing industry, 


elimination of 


emergency is over. 


it has not been experienced in other 


industries represented at the meeting 
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and for that reason discussion was | 
forthcoming. It was agreed, howe, 


that the matter would bear watchi: 





M. J. WARNOCK 


E. C. HAWLEY 


Armstrong Cork Expands 
Advertising Department 


The Armstrong Cork Company has ex 
panded the functions of its advertisi: 
department to include all promotional 
tivity and appointed M. J. Warnock, 
assistant general sales manager, director of 
advertising and promotion. E. Camer 
Hawley, formerly manager of the bureau 
of retail merchandising for the floor div: 
sion, has been appointed assistant director 





sl 


Nichols Succeeds Frauenthal 
As V. P. of Bantam Bearings 


R. B. Nichols, formerly secretary and 
sales manager, Bantam Bearings Corpora 
tion, South Bend, Ind., has succeeded A 
H. Frauenthal as vice-president and ger 
eral manager. Mr. Frauenthal, who 
that position for the past five years, ré 
signed to establish his own factory 1 Zi 
Muskegon for the purpose of manuta 
turing large special roller and ball b 
ings, as well as aircraft parts 

J. Frank Oehlhoffen, formerly assistant 


sales manager, has been promoted to sa 





manager. 
New England AMA Elects 
Dr. Cunningham President ; 


At its first annual meeting last m« 


at 
the New England Chapter of the Am: “4 
can Marketing Association elected Dr E 
Ross M. Cunningham, Massachusetts | 
stitute of Technology, president. Robert bi 
T. Browne, New England sales mana y 
Pillsbury Flour, was elected vice-p 
dent: Professor Gerald B. Tallman, M ; 
sachusetts Institute of Technology, s« x 
tary: and Harold P. Smith, U. S. Bur 
of Foreign and Domestic Commerce : 
elected treasurer # 
Harry Tipper Dies 
Harry Tipper, sales manager, Br i 
Rubber Company, Lafayette, Ind., ie 
last month at the age of sixty-one iz 
Tipper was well known in the indu 7 
marketing field for his many years < 


vice as executive vice-president of 
American Manufacturers’ Export Ass 
tion and as secretary of the National 
eign Trade Council. At one time he 
general sales manager of General 
tors Export Corporation and publish¢ 
Overseas Trader. 


Weber to Republic Steel 


Norton Weber, formerly on the cre; 
staff of Fuller & Smith & Ross, Cleve 
has joined the t 










advertising staff of 
public Steel Corporation, Cleveland, 
similar capacity 





























upplied 


he answer 


* 


Charles H. Davis, Advertising Manager of the Ray Oil Burner Company, 
San Francisco, Cal., also uses the MARKET DATA BOOK in planning his advertising program. He 
says, “The limits imposed by our very restricted budget for space necessitates the most careful 
analysis of those media which we do employ, and in that analysis, we have found the MARKET 


DATA BOOK an impartial reference.” 


SON RE po 
with Neti. 


* A recent independent survey conducted among executives of advertising 
agencies and manufacturers showed that 60.6% use the MARKET DATA 

BOOK for checking markets, 54.8% for checking publication rates and 

Independent circulations, 50% for making up media lists, 44.2% for preparing a 


S quick analysis of the market for a given line of products, 32.7% for 


rvey Proves 


A} iltiple Uses 





determining sales potentials, 22.1% as a reference source at advertising 





agency conferences and 21.2% for other occasional uses. 






The Market Data Book 


BO CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO 
3309. 42nd St. 100 E. Ohio St. Walton Bldg. Garfield Bldg. Russ Bldg. 





© THE JOB of 


foreign and domestic services of the 


streamlining both 


Department of Commerce in an effort 
to simplify and coérdinate all services 
of the Department in behalf of both 
business and other government agen- 
cies with which the Department is 


has 


now been completed. The reorganiza- 


coéperating in the defense effort 


tion was started soon after Jesse H. 








Department of Commerce Reorganized 


Jones became Secretary of Commerce 
last’ year. 

Under the new set-up, the Bureau 
of Foreign and Domestic Commerce, 
which formerly included more than a 
score of divisions, has now been con- 
solidated into only five. Divisions in- 
cluded in the new set-up are Research 
and Statistics, Industrial Economy, Re- 
gional Economy, International Econ- 





nation. The industry 


ened demand, and 


market will 


business. 


this 


@ Still young, the ceramic industry has recently 
attained the recognition it deserves. Dinnerware, 
glassware, pottery, in new 
can design, have captured 
will g 
those 
have had the foresight to 


benefit 


and typically-Ameri- 
the American imagi- 


» on Serving awak- 


manufacturers who 
become erounded in 


by solid, continuing 








Where will your 
sales come from 


post War’ 








industry should not be 


tunity it offers 
the 


will 


a 
- oo 


+ mic 
Proust 









The value of a firm alliance 


friends with the American ceramic industry now 

help it serve the newly-developed market, 
benefiting in turn by the splendid sales oppor- 
and protect yourself against 
cessation of 
occul in 
Readers of 
INDUSTRY 
dence 

editorial 
will be keenly receptive to 


your message in its pages. 


with this growing 


Make 


underestimated. 


that 
many quarters. 
CERAMIC 


have real confi- 


business 


in its advertising and 


They 


reliability. 
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Glass 


CERAMIC INDUSTRY —s9 E. Van Buren —CHICAGO 


Now in its 18th Year 


® Pottery * Enamel 


Record, Ceramic Data Book 
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omy, and’ Commercial and Econon 
Information. 

More than 200 employes have be 
affected by the reshuffling. Practica! 
all have been retained, but titles a 
office locations have been change 









Formerly broken up into commodi: 






and subject units, the Bureau is n 






organized along functional lines. 






Perhaps the most important chan 
has been the abolition of thirteen cor 
modity divisions, one of which fo 
merly handled foods, another dru; 

















etc. These have been consolidated in th. 
Division of Industrial Economy. Spx 

cialists in particular industries are now 
known as “industrial consultants,” and 


they continue to work closely with 





their particular fields. But whereas an 
ink expert, for example, used to be ir 





the chemical section and a paper man 





in forest products, they now work 

side by side in a consumption materials 

unit, on the theory that ink and pape: 

have more in common than ink and 

fertilizer or paper and lumber. ra 
All foreign trade matters are now 

grouped together in the new Divisio: 

of International Economy, divided into 

geographical units. Formerly there 

were separate divisions on foreign tar 

iffs, regional information, finance and 


commercial laws. I] 


Now experts on a 
of these subjects on South America, 
for example, are grouped together, and 
business men seeking information do 
not have to visit half a dozen differ 
ent ofhices, 


Published information made avail 


able by the Bureau has also undergon 


a 


a change. The accent is more on do 


” 
iy 


mestic trade than formerly, and sp« 
cial attention is being given to bus 
ness problems arising out of the 

fense program. A special defense 

formation service has been established 
and business men are urged to con 
find 


should see and where. Even some go 


there first to out whom thx 





ernment officials, finding it difficult 
keep up with the many new deve! 
ments in the governmental set-up, t 
this new service helpful. For visit 
business men unfamiliar with the c: 
plexities of the government, it 


godsend. 


"Product Engineering’ Transfers 
Pritchard to Chicago Office 


P. F. Pritchard, 
manager, Product Engineering 
transferred to the Chicago ofhce as 
man. L. S. White, formerly in the 
motion department of American Mac! 
will take over Mr. Pritchard’s dutix 


the New York office 


formerly pron 
h 


14s 


















VIACK TRUCKS Ome to 43 ‘Vos 


seat all “Pheavs Dasty”. Gasoline or Diesel Power 


Chassis prices now start at 025 


; 


Mack trucks are being promoted to a wide 
variety of industries with inserts in business 
papers featured by reproductions of natural 
color photograohs of appropriate truck jobs. 
Copy is held to mere statement of price and 
size ranges without company name or address 


[CONTINUED FROM PaGE 20] 


Shell Turbo Oil 


gathered over a period of years. Only 
then does the salesman make his rec- 
ommendation, based on reports from 
company engineers. This is but the 
beginning of a new case-history, how- 
ever, since samples of the recom- 
mended oil in use are regularly taken 
and analyzed by the laboratories. In 
this way the company is not only able 
to check the accuracy of its original 
recommendation, but can immediately 
discern any change in the maintenance 


Or operating conditions of the ma- 
chine in which its product is being 
used, by the condition of the oil sam- 
ple. All too often these changes 
necessitate an entirely new recommen- 
d . 

ce the operator or chief engineer 
ot plant has far more interest in 
d nining the type of lubrication to 


d than the purchasing agent, he 
man to be reached by direct 
Reprints of a four-page techni- 
ticle describing the merits of 
Turbo oil, which appeared in 
larch issue of Power, together 
covering letter, were mailed to 
steam power plant operators 
hout the country. Shell’s re- 
laboratories are now preparing 
on the chemical aspects of the 
ich will be released to all power 
chemists shortly. 
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An important phase of Shell’s en- 
tire merchandising psychology is 
keeping up with all that is going on 
within the engineering field. Com- 
pany engineers make a practice of sit- 
ting in on meetings of various organi- 
zations such as American Society for 
Testing Materials, American Chemical 
Society, American Society of Me- 
chanical Engineers, and gatherings of 
turbine manufacturers, operators, and 
oil refiners. In this manner the stage 
is always set for the development of 


ing of not only its new Turbo oil, but 
of any one of the long list of other 
industrial lubricants produced by the 
Shell Oil Company. 

The campaign is now running in 
Coal Age, Cotton, Electrical World, 
Factory Management & Maintenance, 
The Iron Age, Marine News, Paper 
Industry and Paper World, Paper 
Trade Journal, Power, Power Plant 
Engineering, Southern Power and In- 
dustry, Steel, and Textile World. J. 
Walter Thompson Company is the 


latent ideas for the successful market- agency. 





@ The brick and clay industry is solidly alligned 
with defense as well as peacetime construction. 
Its very nature promotes sound structure 

“building for keeps.” Consequently, when you 
advertise to the brick and clay industry you 
provide insurance of post-war sales — you main- 
tain contact with an industry that is old and 
established and will continue to need equipment 
and material in the post-emergency period. 








Where will your 6 
sales come from post Wal’: 








The brick and clay industry is busy today 

like other industries essential to defense — but 
unlike many of them when their usefulness has 
vanished, brick and clay will be starting afresh 
with the gigantic undertaking of rebuilding 
America. That's why every 
advertising dollar spent in 
BRICK & CLAY RECORD 
does double duty, and that’s 

why it’s a necessary safe- 

guard from tomorrow's 


bump. 








High subscription rat $5.00 vearly 
High renewal percentage—-84.65 % 


BRICK & CLAY RECORD — 59 E. Van Buren —-CHICAGO 


Now in its SOth year 


Published by Industrial Publications, Inc., also publishers of Building 
Supply News, Practical Builder, Ceramic Industry and Ceramic Data Book 























Glen Gundell, advertising manager, air conditioning division, General Electric Company, 


receiving a plaque from A. G. Winkler, publisher, “Air Conditioning & Oil Heat,” for the 
best exhibit at the recent National Oil Burners’ Show. Judges in the background are, left to 


right: Graham Rohrer, advertising supervisor, 


Baldwin Southwark Division, The Baldwin 


Locomotive Works; Raymond E. Lovekin, president, R. E. Lovekin Corporation, agency; and 
Douglas C. Miner, manager, advertising department, E. F. Houghton & Co., all of Philadelphia 
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Promoting Grinding 


students in trade and technical schools 
and colleges and to some extent by 
higher executives. It therefore should 
be interesting, clear and complete— 
but not in words of one syllable. Some 
readers would have considerable know!l- 
edge of grinding, others would know 
nothing of the subject; therefore the 
book had to be at once advanced and 


elementary. 


Quite an editorial job. The natural 
first thought is that such a_ book 
should be written by someone thor- 
oughly steeped in the lore. But for 
some reason technical books for the 
layman, when written by an expert, 
are apt to leave a lot of things un- 
said, to pass over fundamentals and 
to be written in technical phraseology 
that discourages, or is downright un- 
intelligible to, the shop men and 
students. 

We got in touch with several pros- 
through _ business 
We finally chose 


one who knew as little about grinding 


pective authors 


magazine editors. 


as most of the people who would read 
what he wrote. By profession he is 
a writer of technical and economic 
books and articles for laymen. He 
has a reputation for sensing what the 
layman wants to know and for mak- 
ing dull subjects interesting, and tech- 
nical ones understandable. By educa- 
With that 


background, we felt he should be able 


tion he is an engineer. 


to grasp quickly the essentials of 


grinding. Our opinion, borne out by 


the complimentary letters from readers 





of the book, is that the author did a 
good job of the sort we wanted. 

At the start he gathered all of the 
available printed matter on all phases 
of grinding—such as booklets and ad- 
vertisements, engineering society pub- 
lications, apprentice courses, and trade 
paper articles. He then visited hun- 
dreds of plants to observe how they 
did various grinding operations, to dig 
out the best current methods, to 
wheedle actual cost and production 
figures out of shop executives, and in 
general to make the book “smell of 
the shop.” 

The preparation of the manuscript 
took a little over a year. The book, 
“Grinding Wheels and Their Uses,” 
by Johnson Heywood, contains 375 
pages and about the same number of 
illustrations. It is bound in cloth, 
published by The Penton Publishing 
Company, and retails at $3. It is, in 
short, a real book—not a booklet or 
pamphlet. 

Now, the purpose would not be 
achieved if the distribution of the 
book were solely through bookstores 
or mail sales, for many of the people 
we wanted to reach are not book buy- 
ers. The obvious procedure would be 
for each member company to give 
copies to its customers and prospects. 
But several companies would give 
copies to the same men, while some 
important wheel users might be over- 


looked. 


waste, and the whole procedure would 


The duplication would be 

be a possible source of friction. 
Therefore the books were distrib- 

uted by the associations. Each mem- 


ber company sent to the association 


offices cards bearing the names an 
addresses of individuals to whom 
book should be sent. 
names were on dozens of lists. Wh« 
all duplications had been eliminated t! 
list of those to whom the associatic 


were to send copies contained 14,0/ 


Of course, son 


names. 

Copies of the book were sent a 
to public libraries in all cities of m« 
than 30,000 population, to engine 
ing departments of colleges and wu 
versities, trade schools, and apprent 
training schools of industrial cor 
panies. 

Individual’s copies carried on the 
fly leaf a presentation notice with the 
recipient’s name filled in with ink. 

Several hundred industrial and 
school people have written to the as- 
sociation offices complimenting the 
book. Here are some typical responses: 

The head of the apprentice train- 
ing school of a very large shop wrote: 
“We believe that it is probably the 
most complete and instructive text- 
book on grinding wheels published.” 

The master mechanic of a steel 
company wrote: “We have had sev- 
eral occasions to refer to it—with 
splendid results.” 

The shop instructor of a large ma- 
chine shop said in a letter: “As I often 
do with books of this kind, I started 
to underline the most important sen- 
tences. I soon gave this up, however, 
as it would have been necessary to 
underline practically every sentence. 
This is a valuable book both as a hand- 
book and textbook.” 

The foreman of a grinding depart- 
ment said: “I have had twenty-eight 
years’ experience in grinding, and hav- 
ing read your book, I think it is the 
most comprehensive collection of 
grinding data ever compiled in book 
form up to date.” 

Even the salesmen of the various 
grinding wheel manufacturers, who are 
ordinarily luke-warm at best over an) 
expenditures except those they can put 
on their expense accounts, report that 
the book is enthusiastically received by 
That should be con- 


+ 


vincing proof to anyone that the ef- 


their customers. 


fort has been worthwhile. 


Sidener and Van Riper Adds Tw 


Pierce Governor Company, And 
Ind., manufacturer of speed gov 
and automatic chokes, and Electron 
boratories, Inc., Indianapolis, build 
aircraft lighting and electrical equip 
have appointed Sidener and Van 
Inc., Indianapolis agency, to handk 
accounts 


i 
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Milestones 


in Publishing 


\t the close of its fiscal year last month, 








i s\ Helper issued an illustrated six- 
t nage and cover book titled, “1940-41 
Report to Advertisers and Agencies on 
Bakers Helper (Our Fiscal Year).” 


The text gave a brief history of the pub- 
lication which was started in 1887, stated 
editorial aims and functions, told what 
lone mechanically and editorially to 
the publication interesting and at- 

tive, outlined special services rendered, 


its readership survey program, and con- 
led with the usual circulation data 
e 


An annual product design contest of- 
cash awards of $1,000 is being 
cted for the seventh time by Elec- 
Manufacturing for the year’s best 
designs of electrically-operated machines, 
ippliances, or equipment The contest 
will close Aug 12 


* 
The first encyclopedia ever published 
the shoe and leather industry is being 
ed this month by the Hide and Leather 
Publishing Company, Chicago 


[CONTINUED FROM Pace 34] 


Problems 

there is any good reason for using it, 
such as to identify the color of your 
machine. 

If you cannot possibly cover the 
necessary markets on a full page basis, 
sometimes half-pages will serve if you 
can secure island positions or the 
lower half of a reading matter page. 

lf your plant is completely sold out 
at the present time and you are not 
aggressively trying to sell, then it 
might even be better to use more half- 
pages in order to secure a_ broader 
name coverage for remembrance value. 
You will probably not have very 
much to say or very much to show, 
but you can feature your company 


name and the names of your products 
in interesting dominant style that 
Will serve your purpose. 

( TINUED FROM PaGE 32] 


Practical Direct Mail 


money during the defense pe- 


entire program should be sold 

smen, jobbers, and manufactur- 

¢ his is a plan that is working for 
| a plan which we believe will 

tor you. When it comes to figur- 
hts at the end of this year, we 
you will find you have done 


usiness at less cost. Now is the 
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time to give the program serious con- 
sideration. 

Over $275,000,000 was invested in 
direct mail during 1940. it 1s esti- 
mated that the 1941 figure will hit 
$300,000,000. The increase will no 
doubt be represented by those manu- 
facturers who recognize the special 
advantages of direct mail during de- 


tense. 


Corning Glass ANA Member 

The Association of National Advertisers 
has elected Corning Glass Works, Corn 
ing, N. Y., to membership. W. A. Kates, 


general sales manager of Corning, wil 


represent the company 





—— TS enti 


Hercules House Organ 
Wins First Award 
“The Hercules Mixer,” published by 


Hercules Powder Company, Wilmington, 
Del., received first award for employe 
magazines in House Magazine Institute's 
second annual contest, which closed last 
month. Hudson's Bay Company's “The 
Beaver’ won the first award for external 
magazines. 

Other winners among employe maga 
zines were: second, “Bell Laboratories 
Record,” published by Bell Telephone La- 
boratories, New York; third, “United Gas 
Log,” published by United Gas Pipe Line 
Company, Shreveport, La. 

Among external publications, “The Red 
Barrel” of Coca-Cola Company, Atlanta, 
won second place, and “The Sperryscope, ° 
Sperry Gyroscope Company, third place 





* The annual Sales Guide Number of Mill Supplies, 
published in September, is an expected service to 


industrial distributors throughout the country. From 


it they receive year-long tips on what to sell to whom, 


and where. The issue provides data that will be par- 


ticularly weleome to every distributor and salesman 


in these confusing times. It provides you with a first- 


class opportunity to address distributors in... . 


The ONLY Magazine Serving Industrial Distributors and Their Salesmen EXCLUSIVELY 


MILL SUPPLIES 


A McGraw-Hill Publication * 


330 West 42nd Street, N.Y.C. 
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[CONTINUED FROM PaGE 27] 


Buyer Education 


Company about its product, the S. & 
J. Gas Exhauster. Instead of saying, 
“Our product is safe and dependable,” 
this ad shows a picture of a workman 
within a large tank, cleaning it out 
under a leadline which reads, “Fresh 


air is Safe air.” Then follows a list 
of ten distinct advantages in cleaning 
tanks with S. & J. Gas Exhausters. 
For example, the list says, “Faster and 


more economical than steaming: In- 


expensive, lightweight and portable; 
Maintains outside atmospheric tem- 
perature within tank; Provides con- 
tinuous ventilation while men are 
working within tank—impossible with 
steaming.” The other six advantages 
are just as helpful and meaningful as 
these. Even to a layman this copy 
means something. It means something 
to the purchasing man, to the men 
who clean tanks, and to executives as 
well. While doing a selling job, it 
also promotes safety and points out to 
men in the field some of the haz- 


thes e 


ards of older methods. In 





appeared the following: 


interest. 


45 West 45th Street 





A Good Reputation 
GETS AROUND... 


A public tribute was recently paid to SHEET METAL 
WORKER by the Book List, a publication for libraries 
and others, that reflects its value as an advertising medium 
for warm-air heating, air conditioning and other sheet 
metal products and equipment. 


In connection with the listing of SHEET METAL 
WORKER in a recent issue of the Book List, there 


“The editorial department of this magazine is very 
accommodating in answering questions and suggesting 
solutions of the problems of its subcribers; also maintains 
a book department for the trade — Borkmann.” 


Logically a publication with a reputation for being so 
obliging must enjoy a high degree of good will and reader 
It is a fact that SHEET METAL WORKER is 
distinctive in the good will it enjoys, not only because of 
its special service, but also because of the practical help 
transmitted to readers through its reading pages. 


As subscribers naturally prefer to do business with those 
who advertise in their favorite trade paper, if you are not 
now using space in SHEET METAL WORKER, you will 
find it profitable to do so. Its leadership in circulation and 
good will place it first as an advertising medium in this 
field. Get information on its value as an advertising medium 
direct from headquarters. Write today for the facts. 


SHEET METAL WORKER 


“Get the Facts on ‘Sheet Metal Worker’ First!” 
New York, New York 
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ways, the copy has good educatio: 
value. Of course, it also demonstra: 
the difference between consumer ed 
cation in industrial advertising 
consumer education in general, co 
sumer advertising. There is a diff 
ence, to be sure, but in either cas 

is still educational. 

By assuming the attitude of « 
sumer education rather than that of 
repetitive attack, the advertising m 
ager and the copywriter take on new 
responsibilities. Instead of pressure 
salesmanship, they must know some- 
thing about the preparation of educa 
tional materials. They must worry 
about how people learn, the complexity 
of ideas people can absorb, and the 
type of language people can under- 
stand. 
level control, and modern educational 


The learning process, word 
techniques must be taken from the 
laboratory, from the schools, from the 
educator, and from the psychologist 
and made available to the copywriter 
and _ the 


through them, to the consumer. 


advertising manager; and 

Recently the writer spoke to a re- 
spected copywriter on the staff of one 
of the largest advertising agencies in 
The subject under dis- 
cussion was the educational merit of 


the country. 


radio advertising, and specifically the 
understandability of words used in 
radio commercials. The attitude ex- 
pressed by that copywriter was, “What 
do we care whether buyers understand 
the words we use? We know that if 
we increase a program from once a 
week to twice a week we will increase 
sales no matter what we say, as long 
as we mention the product. Similarly, 
if we increase it to three, four, and 
five times per week, sales will continue 
to increase.” It is precisely this atti- 
tude which the progressive advertiser 
must combat in order to build a stable 
business on an honest basis. 


This article does not pretend to say 
that there is no merit to repetition, 


nor that conventional techniques 
It does say that 
those results will prove more st 


not achieve results. 


if the primary effort of the advert 
is to educate the consumer rather ' 
to “sell” him. We may be sure « 
the consumer who is thoroughly 

honestly educated will be compk 
and permanently sold. 


ABP Accepts SRD 


Standard Rate & Data Service has 
accepted for membership in Asso 
Business Papers, Inc. 














WILLIAM J. ROOKE 


Rooke First Southerner 
To Head ABP 

William J. Rooke, president, W. R. 
C. Smith Publishing Company, Atlan- 
ta, was elected president, Associated 
Business Papers, Inc., at the annual 
meeting of the association last month 
at White Sulphur Springs, W. Va. He 
succeeds Roy V. Wright, vice-presi- 
dent and secretary, Simmons-Boardman 
Publishing Company, New York, who 
was made chairman of the board. 

Mr. Rooke is the first Southern 
publisher to head the ABP in its twen- 
ty-five years’ history. He has been as- 
sociated with the Smith organization 
for twenty-seven years, with two years 
out for service in the first world war 
as a first lieutenant in the artillery. 
Mr. Rooke is recognized in the busi- 
publishing field for his advocacy 
of progressive methods in publishing. 
rl Shaner, president, Penton Pub- 


nes 


> 


lishing Company, was elected vice- 
president and treasurer, and the fol- 
lowing were elected to the executive 
co ttee: Stanley A. Knisely, execu- 
t ce-president; Andrew J. Haire, 
pi nt, Haire Publishing Company, 
N York; Edgar A. Becker, vice- 
p ent and treasurer, The Industrial 


P New York; Charles E. Price, 


er, Keeney Publishing Com- 


p Chicago; Kingsley L. Rice, pres- 
Technical Publishing Company, 
( go; M. A. Williamson, vice-pres- 


r McGraw-Hill Publishing Com- 
p New York; and Joseph Hildreth, 
. esident, Chilton 


P elphia. 


Company, 
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Rio Grande Valley Gas 
Campaigns for New Industries 


A campaign to attract new industries 
to the farm regions of the Lower Rio 
Grande Valley, and to promote the region 
as a winter resort area, has been initiated 
in May issues of business papers by the 
Rio Grande Valley Gas Company, Browns- 
ville, Tex. The account is handled by 
Doyle, Kitchen & McCormick, Inc., New 
York. 


Day-Brite Appoints Anfenger 


Day-Brite Lighting, Inc., St. Louis, man- 
ufacturer of fluorescent lighting fixtures 
for display and industrial use, has ap- 
pointed Anfenger Advertising Agency, 
Inc., to conduct its magazine and business 
paper advertising 


W. C. Pinkerton Joins 


International Nickel 

W. C. Pinkerton has joined the monel 
and rolled nickel advertising department 
of the International Nickel Company, New 
York, where he will edit house publications 
devoted to process industries He was 
formerly with Chemical Engineering Cata- 
log 


Consolidated Names 
Olmstead-Hewitt 


Olmsted - Hewitt, Inc., Minneapolis 
agency, has been named by Consolidated 
Treating Company, Minneapolis, to han 
dle the advertising of its Life-Span ced 
poles, using business papers 


FOR MANAGEMENT EXEC- 
UTIVES: THE ECONOMIC 
JOURNAL, DUN’S REVIEW 
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Why has the Cast Iron Pipe 
Research Association advertised 
regularly in Civil Engineering for 
the past nine and one-half years? 
Mr. Thomas F. Wolfe, Research 
Engineer in charge of advertising, 
tells you: 


“We use Civil Engineering, 
because we know that it is read 
by the top engineers throughout 
the country.” 


Do you too, want to reach the 
influential men in the building of 
bridges, tunnels, dams, power 
plants, water works, highways, 
railways, airports and factories? 
Then sell to the civil engineer. Let 
him read your message in the 
pages of his own publication. 






The 
CIVIL 
ENGINEER | 








33 Wesi 39th Street @ New York, WN. Y. 


SEE MARKET DATA BOOK ~ PAGE 166 
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STEEL MEN SAY. 
“We will do 


First of a series of articles by well-known writers and radio commentators which will appear in 





"The Saturday Evening Post" over the signature of Johns-Manville to tell the American public 
what major industries are doing to speed the defense program. Eighty-three newspapers 
throughout the country will carry large space as shown at the right to merchandise the cam- 
paign and supplement the main series. J. Walter Thompson Company, New York, is the agency, 


Industrial 
expositions 








June 2-5. Confectionery Industries Expo- 
sition, Chicago 232 Madison Ave., 
New York 

June 5-6. National Association of Pack- 


Manufacturers, Commodore 


700 N. Quincy 


aged Fuel 
Perry Hotel, Toledo 
St., Tokepa, Kansas 

June 8-11. National Paper Box Manufac 
turers Association, Traymore Hotel, At- 
lanwe City. 1106 Liberty Trust Bldg., 
Philadelphia 

June 9-12. National Association of Mas- 
ter Plumbers, St. Louis. Edward Mon- 
teath, 917 15th St.. N. W., Washing- 
ton, D. C 

June 10-13 
Show, Chicago. 
Chicago. 

June 11-14. American Society Mechani- 
cal Engineers (Oil and Gas Division), 
Kansas City, Mo. 330 West 42nd St., 
New York. 

June 16-19 National Association of 
Building Owners and Managers, Chi- 


Radio Parts National Trade 
53 West Jackson Blvd., 


cago. W. J. McLaughlin, 134 S. La 
Salle St., Chicago 
June 16-20. American Industriai Bank- 


ers Ass'n, Colorado Springs, Colo. 128 
East Wayne St., Fort Wayne, Ind. 

June 16-20. Pacific Heating & Air Condi 
tioning Exposition, Civic Auditorium, 
San Francisco. Charles F. Roth, Grand 
Central Palace, New York 

June 16-20. American Society of Heating 
& Ventilating Engineers, San Francisco 


Palace Hotel, San Francisco. A. V 
Hutchinson, §1 Madison Ave., New 
York 


June 16-20. Catholic Hospital Associa 
tion of the U. S. and Canada, Phila- 
delphia 1402 S. Grand Blvd., St 
Louis 


June. 22-25. American Water Works 
Association, Toronto, Ont., Can. 22 


East 40th St., New York. 


June 23-27. American Society for Test- 
ing Materials, Chicago. 260 Sout! 
Broad St., Philadelphia, Pa. 


June 26-27. Lake Superior Mining Se 
tion of the National Safety Council, 
Duluth, Minn. 18 Federal Bldg., Du 
luth, Minn. 


July 9-12. Inventors of America, New 
York. P. O. Box 147, Oakland, Calif 


July 22-25. International Baby Chick All 
Industry Poultry Conference & Expo 
sitien, Kansas City, Mo. 3718 Br: 
way, Kansas City. 


Aug. 4-7. Automobile Accessories Exhi 
bition, Chicago 1455 S. Mic 
Ave m Chicago 

Aug. 12-14. International Sign Ex; 
tion, Hotel Statler, Cleveland 129 
Broadway, Denver. 

Aug. 12-14. National Sign Associat 


Hotel Statler, Cleveland 


Aug. 18-22. International Associati 
Fire Chiefs, Boston. Daniel B 
ney, Chief F. D., Arlington, Mass 


Aug. 18-22. Photographic Industr\ 
vention & Trade Show, C g 
Charles Abel, 520 Caxton Bldg., C'eve 
land 


Aug. 19-21. National Association 
troleum Retailers, Chicago 34 
Water St., Milwaukee 


Aug. 21-23. Southern Appalachi: ! 
dustrial Exhibit, Bluefield, W. \ B 
B. Housman, Bluefield. 


Aug. 25-29. National 
Power Engineers, Baltimore. 


Adams St., Chicago. 


Associati« 
176 st 
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15-19 
tion, Atlantic City, N. J 
ion St., Chicago. 


16-18. Roadmasters and Mainte- 
nce of Way Association of America, 
revens Hotel, Chicago. 332 Dearborn 
ition, Chicago. 


17-19. 19th Annual Conference and 
Exposition, National Industrial Adver- 
sers Association, Royal York Hotel, 

ronto. J. A. M. Galilee, Canadian 
Westinghouse Electric Company, Ltd., 
Hamilton, Ont 


National Association Photo- 
1776 Broad- 


Sent. 18-20 
Lithographers, Cincinnati 
wav. New York 

sept 22-26 Western Safety Confer- 
ence, Seattle 2129 Grove St., Oakland, 
Calit 

Sept. 23-26. Association of Iron and Steel 
Engineers, Public Auditorium, Cleve- 
land. 1009 Empire Bldg., Pittsburgh 


Sept. 28-Oct. 4. American Transit As- 
sociation & Afhliated Associations, At- 
lantic City, N. J. 292 Madison Ave., 
New York. 

Sept. 29-30. National Lubricating Grease 
Institute, Stevens Hotel, Chicago. 498 
Winspear St., Buffalo 

Sept. 29-Oct. 2. International Municipal 
Signal Association, St. Louis. 8 E. 41st 
St., New York. 


Sept. 29-Oct. 2. American Mining Con- 
gress‘-Metal Show, San Francisco. 309 
Munsey Bldg., Washington, D. C. 


Sept. 29-Oct. §. 


gress, Waterloo, Ia 
Mer.. Waterloo, Ia 

Oct. 6-8. National Electrical Contractors 
Association, Rice Hotel, Houston 
Lexington Ave., New York 

Oct. 6-9. American Institute of Park Ex- 
ecutives, New Orleans 4941 Elliot 
\ve., Minneapolis 


American Poultry Con- 


E. S. Estel, Sec’y- 


Oct. 6-10. National Restaurant Associa- 
n, Chicago. 666 Lake Shore Drive, 


Chicago. 


Oct. 6-10. National Safety Congress & 
Exposition, Chicago. 20 N. Wacker 
Drive, Chicago 


Oct. 6-11. Chicago Exposition of Power 
Mechanical Engineering, International 
\mphitheater, Chicago. Charles F. 
Roth, Grand Central Palace, New York. 


Oct. 8-10. Annual Convention, Direct 


Mail Advertising Association, Mount 

Royal Hotel, Montreal. Spalding Black, 

Canadian Industries, Ltd., 1135 Beaver 
Hill, Mentreal 

Oct 11-18. National Dairy Association, 

Memphis 308 Washington, Chicago. 

Oct. 12-15. Mail Advertising Service As- 

tion, Baltimore 1005 Park Ave. 

Detroit 
O 2-15. American Public Works As- 


tion, New Orleans. Norman Heb- 
1313 E. 60th St., Chicago. 
UO 3-16. National Canvas Goods Mfrs. 
iation, Dallas. 3921 Gaston, 
\ +-16. American Railway Bridge & 
ing Association, Stevens Hotel, 
go. 332 Dearborn Station, Chi- 


25. Dairy Industries Exposition, 
to, Ont., Canada. 232 Madison 
New York. 


23 American Gas Association 
phance & Equipment Mfrs.), At- 
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American Hospital Associ- 
18 E. Di- 


lantic City, N. J 
York. 


Oct. 20-24. The Wire Association, Phila- 
delphian Hotel, Philadelphia. 300 Main 
St., Stamford, Conn. 


Oct. 20-24. National Metal Exposition, 
Philadelphia. 7301 Euclid Ave., Cleve- 
land. 


Oct. 28-30. Railway Electric Supply Man- 
ufacturers Association, Sherman Hotel, 
Chicago. 600 W. Jackson Blvd., Chi- 
cago. 

Nov. 11-14. National Association of Ice 
Industries, Toronto. 1022 Investment 
Bldg., Washington, D. C 

Jan., 1942. American Society of Heat- 
ing & Ventilating Engineers, Philadel- 
phia. 51 Madison Ave., New York. 


60 E. 42nd St., New 





Watts Addresses Credit Men 


E. F. Watts, advertising and sales pro 
motion manager, Binks Manufacturing 
Company, Chicago, addressed the joint 
convention of the Thirteenth District of 
National Retail Credit Association, Wis 
consin Retail Credit Association, and the 
Associated Credit Bureaus of Wisconsin, 
May 20, at Racine, Wis. Mr. Watts’ sub- 


ject was “American Realities.” 


McCain Leaves Evans 
F. T. McCain, director of media for 


the past four years at Evans & Associates, 
Chicago, has resigned to become a partner 
of Burns & Potter, Chicago agency. In 
addition to handling media, he will be 
general manager of the firm. 





Big Mining Convention 
On The “Range” - - - 


A.I.M.E. engineers from all parts of the U. S. will 


attend the Regional 


Meeting of the Institute in 
Duluth, August 12-15. 


Following the Technical Session there will be a two-day 
oe 


Field Trip to inspect the machinery in action. 





“TELL THEM ABOUT YOUR EQUIPMENT 


in the MESABI IRON RANGE NUMBER which will 


contain these specially written articles: 


Iron Mining in Minnesota...... 


Mining Practice Including Trans- 
portation in the Mines ....... 


Beneficiation Plants and Practice 


Haulage of Ore to Docks, Loading 
Boats, and Transportation by Water 


Space Reservations Are Coming In Now 


By E. E. Hunner, General Man- 
ager M. A. Hanna Co. 


By Grover Holt and staff 
Butler Brothers 


By T. B. Counselman 


The Dorr Company 
By E.H. Dresser, Chief Engineer, 


and W. A. Clark, Engineer 
Duluth, Missabe & Iron 


Range Railway Co. 


MINING AND METALLURGY — Ausust Issue 


29 West 39th St. 


New York Closing July 18 
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N. LA. A. News 


What local chapters of the National Industria 
Advertisers Association are doing and thinking abou: 











Toronto Conference 


NIAA MEMBERSHIP 
ROSTER 


Plans Take Form 


How to use advertising with greatest 
@ THE 


effect under rapidly changing conditions _ complete membership rost 
of tadee ead in the ot the National Industrial Advertise: 


future will be } Association, comprising over 1,600 ir 
treated thoroughly dividual names, will be published 
the July issue of INDUSTRIAL MARKI 








The Auvoust issue of BLAST FURNACE at the Toronto Con : 
AND STEEL PLANT will be devoted ference of the Na ING. Listings will be alphabetical 
entirely to a write-up of the Pittsburgh tional Industrial name and by company namie 
Works of the Jones and Laughlin Steel Advertisers Associa- All NIAA members are urged 
Corporation. Photographs of your tion to be held at send their names, titles, and company 
equipment in these plants can be se- the Royal York connections the way they wish them t 
cured and the name of the Jones and Hotel, Toronto, appear, to Mildred R. Webster, NIAA 
Laughlin Steel Corporation may be Sept 17-19. Vin National Headquarters Secretary, | 
used in advertisements appearing in cent R Youn g, East Ohio St., Chicago, not later tl 
this issue. Write to BLAST FURNACE Canadian General June 10 
AND STEEL PLANT for further details Electric Co., Ltd., 
as to how you can obtain photographs | program chairman, 
yor en your advertisement with this "7 agar te Vv. R. YOUNG Crossman Heads New 
Creare. n addition to the — 
Published by general subjects on the program, details Rockford Association 
of which are now before the national ofh At the formal organization of the Rock 
cers for approval, sixteen clinics will pro ford (Ill.) Industrial Marketers 
vide specialized treatment of subjects month, M. R. Crossman, advertising 
STEEL PUBLICATIONS... which are being selected by a poll of the rector, BarberColman Company, w 
108 SMITHFIELD ST. | membership. Provision is being made so elected president His cabinet will 
PITTSBURGH, PENNA. that members will be able to ask ques clude the following officers: Vice-pri 
tions concerning their own problems of dent, George Holt, W. F. & John Barnes 
- - top ranking advertising men in a special Company; secretary, W. Hagstrom, Mat 
session tison Machine Works; and treasurer, Le 
Richard Manville, Newell-Emmett Anderson, National Lock Company. 1 
HEAT TREATING Company, New York, is continuing his organization has applied for a charter 
analysis of advertising along industrial the NIAA and this is to be presented 
lines and will give a number of case his a meeting on June 3. Keith J. Eva 
tories in his address, “How to Create and advertising manager, Joseph T. Ryers 
Select Winning Ads.” INDUSTRIAL MAR & Son, Inc., Chicago, founder president 
FORC TN KETING'S annual awards for editorial of the NIAA, will make the presentatior 
achievement by business paper editors will and be speaker of the evening 
be made during the conference as well as Julius S. Hoil, advertising manager, 
The market today for products the regular NIAA awards for the best ad Link-Belt Company, Chicago, talked 
and equipment in the fields cov- vertising displayed at the conference the group at its May meeting, relating 


ered by HEAT TREATING AND 
FORGING is unsurpassed. Why 
not place your sales message in 
a business paper that is vertical 
to the executives and onerating 
officials of these important in- 
dustries? The men who read 
HEAT TREATING AND FORG 
ING represent tremendous buy 
ing power as most of these 
companies are active in defense 
work Average circulation—3954 
—February, 1941 C.C.A 


Published by 


STEEL PUBLICATIONS, INC. 
108 Smithfield St. Pittsburgh, Pa. 





With formal organization last month of the Rockford (Ill.) Industrial Marketers this grou 
men was elected as founder officers, left to right: W. Hagstrom, advertising mane 
Mattison Machine Works, secretary; M. R. Crossman, advertising director, Barber-Col™ 9 
Company, president; George Holt, advertising manager, W. F. & John Barnes Com: 
vice-president; and Lee Anderson, advertising manager, National Lock Company, treas 
The organization will receive its charter in the National Industrial Advertisers Associa 
June 3, from Keith J. Evans, NIAA founder president, who also will be speaker of the eve’ 19 
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Three of the founder officers of the Twin 
Cities Industrial Advertisers Club of St. 
Paul and Minneapolis which was organized 
last month. Left to right, Don D. Knowles, 
advertising manager, Diamond Iron Works, 
secretary; O. J. Ellertson, advertising man- 
ager, Pioneer Engineering Works, vice-presi- 
dent; and Lowell H. Swenson, ad manager, 
Wm. Bros Boiler & Mfg. Company, president 


me of his early experiences in adver 
g and outlining the advertising prac- 


tices of his company. The Link-Belt ad- 


vertising department acts as advertising 


agency for the company’s various plants, 
which have their own individual adver- 
tising appropriations The promotion 
program is worked out with the plant of- 


} 


responsible for that activity and at 
the end of the year the advertising de- 
partment summarizes its years work in 
a special report and scrap book which 

tains samples of all advertising, cata- 
logs, and sales literature produced for it 
In that way the plant gains a better ap- 
preciation of what has been done for it 
by t advertising department 


Twin Cities Organize 
For New NIAA Chapter 


Industrial advertisers of St. Paul and 
Minneapolis have organized the Twin 
Cities Industrial Ad- 
vertisers Club and 
will apply for afhlia- 
tion as a chapter of 
the NIAA Lowell 
H. Swenson, adver- 
tising and sales pro- 
motion manager, 
Wm Bros Boiler & 
Mfg. Company, Min- 
neapolis, has been 
elected president 
Other officers are: 
Vice-president, O. J 
Ellerton, Pioneering 
1. SWENSON Engineering Works; 

secretary, D. D 
Knowles, Diamond 

Norks, Inc.; treasurer, Earl Rooney, 
rhaeuser Sales Company, St. Paul 
P. Bordeau, advertising manager, 

Machinery Mfg. Company, Min- 
is, has been appointed co-chairman 
program committee, with F. Camp, 
sing manager, Minnesota Mining 

{tg. Company, St. Paul. S. A. Os- 

Economics Laboratories, Inc., St 

has been named chairman of the 

committee, and G. F. Hoppe, In- 

Company, is in charge of publicity 

next meeting of the club will be 


he 3 





Cleveland Hears Cordes on 
"Moving Onward to the Market" 


“Markets are like a parade, continually 
moving,” declared Wilmer H. Cordes, 
manager of sales promotion and advertis- 
ing, American Steel & Wire Company, 
Cleveland, at the closing meeting of the 
season of the Industrial Marketers of 
Cleveland, on May 23, “and you must be 
sure to follow through to get the longest 
drive possible with your advertising 
through the proper and understanding use 
of merchandising and sales promotional 
tools = 

In his address, ““Moving Onward to the 
Market,”” Mr. Cordes brought out the im- 
portance of both merchandising and sales 
promotion as part of selling and distribu- 
tion, and emphasized the advertising man’s 


role in guiding a product through the 
stages of advertising, sales promotion, and 
merchandising, in its path from manufac 
turer to consumer 


Boston Stages AFA 
Industrial Departmental 

The twelve most effective sales appeals 
for industrial advertisers during the de 
fense program were outlined in detail by 
A. M. Staehle, publisher, Factory Man 
agement and Maintenance, in the indus- 
trial departmenta! during the Advertis 
ing Federation of America convention 
held in Boston last month A full re 
port of Mr. Staehle’s talk and the chart 
he used appear elsewhere in this issue 
The industrial session was held under the 
sponsorship of the Technical Advertising 











: A: S : M : E : 
MECHANICAL CATALOG 


AND DIRECTORY | 














The Only Reference 
Work of its Kind Having 
Equally Effective Cir- 
culation in All Engi- 


neering Industries. 








to this objective. 


Because the contents of the 
A.S.M.E. CATALOG is re- 
stricted to data regarding equip- 
ment, instruments and materials 
which come definitely within 
the limits of mechanical engi- 
Meering practice, it is equally 
useful to mechanical engineers 
in all of the great engineering 
industries. This is true because 
the problems engineers are called 
upon to solve are very much the 
same in all industries; and even 
when different are largely solved 
by use of the same equipment 
or materials. 


Now when production methods and costs form the essential study of 
the mechanical engineer, it is necessary that the manufacturer present 
him with product data adjusted for this purpose. This means a true 
interpretation of industrial products from the engineering angle, 
especially regarding construction and economy features. The A.S.M.E. 
CATALOG published by engineers for engineers lends itself admirably 


Mechanical Engineers, or their equivalents by some other title, are 
the ones who must anticipate requirements of machinery and materials 
in advance of production schedules; and who are responsible for the 
success of their use when installed. 








THIS FIELD OFFERS A MARKET 


For the Following Classes of Equipment 





. Power Plant Equipment 

. Measuring and Testing Apparatus 

. Power Transmission Machinery 

. Materials Handling Equipment 

Metals, Alloys and Other Engineering 
Materials 


Foundry, Rolling Mill and Forge Shop 
Equipment 

. Machine Tools, Metal Working Ma- 

chinery, Shop Equipment 

. Pumps, Compressors and Blowers 

. Heating and Ventilating Apparatus, 

and Refrigerating Machinery 

. Miscellaneous Industrial Machinery 

. Electric Motors and Control 


. 
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Manufacturers supplying product data in the A.S.M.E. CATALOG 
may feel assured that they are reaching, through its 15,000 users, the 
key men in the mechanical engineering departments of the great 
Public Service Industries, the Metal Working Industries, the Process 
Industries and the Mining, Smelting and other so-called Basic Industries. 
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A Business 
Getter 











for 

Advertisers 
The circulation ot The Paper In 
lustry and Paper World is con- 


centrated on 
ind their 
penetrates 
t the 


and pulp mills 
executives. It 


paper 
important 
the manufacturing 
business equipment, 
materials and supplies are in use 


end 
where 


It you have products or services 
to offer Paper and Pulp Manufac 
turers, the logical place to adver- 


magazine It 


paid 


ise them 1s in this 
issures vou highest non-waste 
circulation 


Write for circulation analysis 


FRITZ PUBLICATIONS. INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 





WOOD PRopuCTS 


EEN member TAX 
12 in the Field 






Who? — 


do you suppose is fabricating all 
that millwork, siding, framing and 
flooring for all those new homes that 
are going up all over the country 
as well as the furniture, picture 
frames and Venetian blinds that 
make a house a home? 


Right !— 


It's the readers of Wood Products 

the men who design. make and 
market all the essential and beauti- 
ful things of wood that make life 
more livable. A big, rich market at 
any time-—and doubly so now. For 
Action, Results, Prestige place your 
sales message in Wood Products. 
the National authority. Write for 
sample copy and market analyses. 


Wooo PRrobuc Ty 


















Association, Boston chapter of the NIAA 
A. B. Fritts, advertising and publicity di- 


rector, The Norton Company, Worcester, 


Mass., was chairman 

Richard P. Dodds, advertising man- 
ager, Truscon Steel Company, and presi- 
dent of NIAA, addressed the meeting on 
“National Defense and Company De 


tense,” in which he urged his listeners to 
prepare now for the trade struggle which 
will follow the war 

Other features of the meeting were a 
skit called “The Fifteen Minute Egg,” 
presented by John E. Wiley and Robert 
E. Allan, Fuller & Smith & Ross, Inc.. 


New York, dealing with the lack of co 
Operation between manufacturer and in- 
dustrial distributors in connection with 
sales helps; and a demonstration of three- 
dimension color photography by Floyd A 
Ramsdell, Worcester Film Corporation 


Montreal Elects 
J. O. Pitt President 


J. O. Pitt, advertising manager, Can- 
adian Fairbanks-Morse Company, Ltd., has 
been elected presi- 
dent of the Techni- 
cal Advertisers As- 
sociation of Mon 
treal, succeeding F 
A. McLean, publi- 
city manager, Can- 
adian_ Ingersoll 
Rand Company, 
Ltd Other officers 
elected for the 
1941-42 year are 
vice - president, A 
P Darcel, advertis 
ing manager, Crane 
Limited; secretary, 
G. J. Samson, Can 
ada Cement Company, Ltd.; treasurer, T 
Hart, assistant general manager, Jeffrey 
Mfg. Company, Ltd 

The following were elected directors 
F. B. Thompson, account executive, Mac 
Laren Advertising Company, Ltd. (com 
pleting his second year); D. W. Kelly, 
advertising manager, Explosives Division, 
Industries, Ltd. (completing his 
Morris, Swiss Elec 
Canada, Ltd (two 
Stephenson, advertising 
Starch Company, 
A. McLean (one 





J. O. PITT 


Canadian 
year) L G 
tric Company of 
H. E 
manager, The 
Ltd. (two years) 
year) 


sect ynd 


years) 
Canada 


and F 


Bill Irish Quizzes TAA 
On Product Improvement 


At the annual Providence meeting of 
the Technical Advertisers Association, 
of NIAA, held April 17 
“Bill” Irish, editor, Industrial 
Equipme nt Neu § entertained and in 
structed members by a quiz game, in which 
ve selected a group of products recently 
improved, described them as they were 
before, and asked the audience to interrupt 
could think of a way 
t improve the product Prizes were 
awarded to those correctly naming the 
improvement that had actually been made 


nit when anyone 


Mr. Irish used this technique to illus- 
trate his theory that advertising men 
first of all be “product” men and 


should 
in becoming facts” they would 
not only write better copy, but would be 
able to assume leadership in product im 
and development 

As a result of the quiz, Jim Gurlock, 


Livermore & Knight, Providence: Roy El 


“owners of 


provement 


hott, Roy Elliott Company, Boston; George 


Heinemann, Mason-Neilan Regulator Com 
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President Richard P. Dodds, and John A. M. 
Galilee, chairman general conference com. 
mittee, check over details of plans for the 
Toronto Conference of the National Indus- 
trial Advertisers Association to be held at 
the Royal York Hotel, Sept. 17-19. Mr. 
Dodds has expressed great satisfaction with 
facilities for handling 700 expected quests 


pany, Boston; A. E. Becker and Will 
Hatch, of Sweets Catalog Service, Bost: 
George Pomeroy, McGraw-Hill Publishing 
Co., Boston; and G. M. Fletcher, The 
Stanley Works, New Britain, Conn., 
ried off handsome sets of studs and 
links contributed by the Hadley Compa: 


Providence 


Bubb Elected President 
N. J. Industrial Marketers 


Robert S. Bubb, advertising 
Lock Joint Pipe Company, Ampere, N. J 
has been 
president of the In- 
dustrial Marketers 
ot New Jersey, suc 
ceeding Fred H 
Pinkerton, sales 
promotion man- 
ager, Mechanical 
Goods Division, 
United States Rub 
ber Company 

Other ofhcers 
elected to take ot 
hice Sept 1 are: 
Charles V. Allen, 
department, 
McKeown 

Newark, 


mandate 


elected 





BUBB 


sales ROBERT S. 
Robert 
Company, vice-president; W 
lace W. King, president, Wallace W 
King Advertising Agency, Clifton, 
president; John Coakley, director 

licity, Thos. A. Edison Industries, 
West Orange, vice-president; Alfred 5 
Otton, advertising manager, Robins ‘ 
veying Belt Company, Passaic, sec 
Samuel E. Gold, and 
manager, Lignum Vitae Corporatio: 


sales adve t yg 
sey City, treasurer 

Directors elected for a 
are: Harry D’Almaine, manager 
ness research, Irvington Varnish ¢ 
sulator Company, Irvington, and R 
D. Kreie, advertising manager, M 
Chemical Company, Inc., Garwood 
Loomis, advertising director, Ing 
Rand Company, Phillipsburg, was « 
a director to fill the unexpired te: 
Samuel E. Gold 


two-vyea 


Northern California Marketers 
Hear About New Trends 
The job of the industrial mark« 


increasingly a public relations job, 
ing to Roy Frothingham, president 
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( dated. Pacific Coast research or- 
gi tion, who spoke on the subject, “To- 
n y is here—and what are you going 
ei ‘bout it?” at the May meeting of 
the Industrial Marketers of Northern Cali- 
Bae 7 “More and more attention,” he 
asserted, “will be paid and must be paid 
to t new factors—the opinion of the 
public at large, the opinion of the govern- 
ment, and the opinion of labor. These 
three factors are becoming aware in the 
hroad sense of businesses which they hard- 


ly knew or cared existed—and on their 


approval may well rest the future of your 
business.” 

Mr. Frothingham traced changing trends 
in industrial advertising, and estimated the 


opportunity for the industrial advertiser 
and marketer. “Rather than a decrease in 
activity on the part of industrial advertis- 
ing departments, we should look for an 
increase of activity—but of continually 
new and unexpected kinds,” he predicted. 


Western New England Elects 
G. M. Fletcher President 


G. M. Fletcher, advertising mana- 
ser. The Stanley Works, New Britain, 
Conn.. has been 
lected president, 


and Marketing 
cil of Western 
New England, suc- 
ceeding E V 
Creagh, sales pro- 
notion manager, 
American Chain & 
Cable Company, 
Bridgeport 

Other ofhcers 
elected at the May 
meeting were: H 
E. Merrill, General 
Electric Company, 
Bridgeport, first vice-president; G. P. Lon- 
ergan, The Bristol Company, Waterbury, 
vice-president; and E. N. Bidwell, 
Whitney Chain & Mfg. Company, Hart- 
ford, secretary-treasurer. C. W. Bostrom, 


c 
Industrial Advertis- 
1 
( 





G. M. FLETCHER 


second 


Ir. Edwards @ Co., Inc., Norwalk, and 
Fred C. Emerson, Spartan Saw Works, 
Inc., Springfield, Mass., were elected di- 
rectors for a term of two years 

To retiring president Creagh, who has 


guided the council through its first two 


years of existence, glowing tributes were 
paid by the entire membership Mr 
Creagh’s untiring efforts during his two 
terms in office are reflected in the remark- 


ible growth and progress of this NIAA 
hapt Its membership today represents 
the great majority of important industrial 


Gvertisers in Western New England 


New York IAA Has 
Double Feature Meeting 


louble feature meeting of the In- 

dust \dvertising Association of New 
Y t month, W. E “Bill” Irish, edi- 
tor trial Equipment News, conduct 
feature in connection with prod- 

ypment, in which he described 

t several types before they were 

and when any member of the 

guessed the improvement actu- 

in them, he was awarded a 


ind feature was an analysis by 


M. Staehle, publisher, Factory 
Mi ent and Maintenance, of the 
w st important 1941 sales appeals, 
W 


reported at length elsewhere in 
Mr. Staehle’s general analysis 
supplemented by a symposium 
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1941 


of advertising men in six key industries 
who analyzed the advertising in their 
specific lines: communications equipment, 
R. L. Ware, Western Electric Company; 
electrical apparatus, Roy Jordan, General 
Electric Company, Schenectady; industrial 
chemicals, H. L. Poulton, Columbia Al- 
kali Division, Pittsburgh Plate Glass Com- 


pany; industrial equipment, G. W. Morri- 
son, Ingersoll-Rand Company; plastics, 
Bakelite Corporation; and power genera- 
tion equipment, Charles McDonough, 


Combustion Engineering Company. 


EAA Spends Evening 
With Models 


The sane, trying, exciting, adventurous 
life of professional models who assist ad- 





vertisers doll up their copy to attract the 
fleeting glance of prospective customers 
was revealed in detail by Lee Parker, op- 
erator of a model bureau, at the May 
meeting of Engineering Advertisers Asso- 
ciation, Chicago. After case histories of 
four models in person, they were turned 
loose for the spectators to shoot at with 
their cameras. The best results are to be 
awarded prizes at the EAA annual outing, 
June 13. 

On the same program, Charles Kuoni, 
an authority on natural color photography, 
explained the several processes used in 
that field and related some interesting ex- 
periences in obtaining the exact pictures 
ordered by clients. In one instance the 
services of a taxidermist was necessary to 
pose some baby chicks just the way the 
advertiser wanted them; in another, a 





LATIN AMERICAN 
ENGINEERING 


FROSECTS ..... 


Is the title of a comprehensive factual survey of engineering, 
industrial and works activity throughout Latin America, just 
compiled by the publishers of INGENIERIA INTERNA- 
CIONAL. Covering more than 150 projects, in eighteen coun- 
tries, the compilation reaches the astounding total of $424.6 mil- 


lions U. S.—embracing port works, railways, 


steel and mine 


operations, highway, bridge building, industrial. The survey lists 
each project separately, giving information concerning the work, 


cost, 
time of operation, etc. 


engineering and construction data, contractors involved, 


We have printed extra hundreds of copies of the booklet, because 
we believe there will be a big demand for them. A copy or several 


will be sent to you on request. 


No charge. 


INGENIERIA 


INTERNACIONAL 





A *B. P. I. C. Specialized Export Magazine, Established in 1919. 


Published by 
*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Company, Inc., and Chilton Company, Inc.) 
330 WEST 42ND STREET. NEW YORK CITY 
Publishers of INGENIERIA INTERNACIONAL, EL AUTOMOVIL AMERICANO, THE AMERICAN 


AUTOMOBILE (Overseas Edition), 


EL FARMACEUTICO, 


BUYERS GUIDE for Latin-American 


Engineering and Industry, and the Overseas BUYERS GUIDES for Automotive Distributors. 
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The $5,000,000,000 


TELEPHONE INDUSTRY 


‘Fortnightly 
TELEPHONE ENGINEER 


The ONLY trade journal reaching EVERY telephone 


ompany in the United States every month 


10,500 Circulation 


Advertisements Bring RESULTS 
Write for information 


7720 Sheriden Road Chicago 





S133.067.7 in —That’s what 


this industry spent in one year for 
only ONE item. It’s a big industry. 
Can you sell te itm—or 


ilk Plant si"... " 
Monthly 


your client manufac. 
tures and ask for sam- 


CHICAGO 


ple copy today. 








CONTACT THE COAL INDUSTRY 
THROUGH ITS ACCEPTED 
MEDIUM ~~» Chicago 


Manhattan Bldg 
SLACK DIAMOND . 


New York 
Whitehall Bidg. 











@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 
for editorial and adver- 
tising material. 


BACON’S 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 


Some of the committee chairmen and officers of the Automotive Advertisers Council snapped 
at their convention last month at French Lick Springs, Ind. (left to right): E. S. Sensenderfer 
U. S. Asbestos Division, Manheim, Pa.; W. G. Myers, Ramsey Accessories Mfg. Corporation 
St. Louis; Howard E. Robinson, Fram Corporation, Providence, R. |.; C. B. Dietrich, Wagner 
Electric Corporation, St. Louis, secretary-treasurer; R. W. Case, Thermoid Company, Trenton 
N. J., vice-president; Charles C. Tapscott, McQuay-Norris Mfg. Company, St. Louis, presi- 


dent; and George W. Stout, Perfect Circle Company, Hagerstown, Ind. 


A special meeting 


attended by the board of governors and the officers, will be held in Indianapolis in August 


breakfast food had to be dipped in wax 
and then set in a foundation of plaster in 
a dish and a thin covering of cream on 
top added to meet the specifications of the 
layout 

New ofhcers and directors will be elect- 
ed at the June meeting 


New York Annual Outing 
June 20 


The Industrial Advertisers Association 
of New York will hold its annual outing 
at the Plandome Golf Club, June 20. An 
all-day session is planned, with golf, ten- 
nis, bridge, a sail on Manhasset Bay, 
lunch and dinner at the club Sherry 
Quarles of Power and Jack Stevenson of 
Business Week are co-chairmen of the 
outing committee 


Detroit Hears Van Deventer 
On Post-Emergency Production 


Contrary to popular opinion, sales vol 
umes will not have to be tremendously in 
creased in the post-emergency economy to 
balance increased production, according to 
John H. Van Deventer, president and 
editor, The Iron Age, who addressed the 
Industrial Marketers of Detroit last month 

“What faces you,” he asserted, “is the 
much more modest and realizable job of 
generating, not 500 per cent more sales 
volume that yot: have considered normal, 
not LOO per cent, nor even hity per cent 
more than you chalked up before the de- 
fense program began, but merely 23.5 per 





Speed, 
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‘ Hitting Power Counts! 


hard 
. on the war front... 
nation’s construction front. Add 
power, speed and flexibility to your sales 
and advertising program by using ACP re- 


mobility and 
count these days . . 


gionals .. 
Publication gives you blanket coverage of a 
specialized sector . . . enables you to pick 
your objective . 
any part of the construction front. 


CONSTRUCTION 


hitting power 


each Associated Construction 


. . to hit hard and fast on 





PUBLICATIONS 


cent increase over the volume of 
tions that you generated in 1937 


Roberts Addresses Youngstown 
On Advertising Language 


In an address before the May meeting 
of the Youngstown District Industrial 
Marketers, Ernest C Roberts, advertising 
manager, Clark Controller Company 
Cleveland, placed himself in support 
dividually styled and humanized writing 
of advertising copy, as against the 
simplified, patterned variety whic! 
feels is too prevalent today He asserted 
that the practice of writing down t 
mental age of fourteen is based 
unscientific, false analysis of av 
American intelligence, and advised 
copywriter rather to flatter the reader's 11 
tellect with an occasional unfamiliar w 

Mr. Roberts substantiated his the 
wtih a presentation of word charts 
piled from a representative group 
dustrial advertisements In these 
formidable list of lengthy words, whict 
through overwork, had actually passed the 
stage of familiarity to the point of losing 
effective meaning, thus refuting the aver 
sion to words of more than three syllables 


Wensley Outlines Approach 
To Market Development 


“Many programs fall under th: Wi 
weight due to overambitious plans 
tion, Roger L. Wensley, president 
Basford Company, New York, stat 
recent address before the Industrial Mat 
keters of Cleveland Mr. Wensley I 
mended a concentration of effort 
cully selected zones of activity as t 
practical method of approach to a 
program of market development 

The subject of the meeting was 
gram developed for the National | 
Manufacturers Association to st 
electrical modernization in industr 
Mr. Wensley placed particular « 
on principles of industrial mark 
applied to coordinating different 
of approach to that problem 


Detroit to Hold Regional 


Conference on June 13 


Industrial Marketers of Detroit « 
a regional conference on June 13 
vertising and marketing executive 
Michigan-Ohio-Indiana area. For 
Webster of MacManus, John & 


Inc., is in charge of arrangements 


M 
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the Timken Roller Bearing Company solved 


‘BLACKOUT 


he H eck-end 












Many industrial advertisers are using space 
n newspapers to tell the public how they 
are progressing with their defense work. In 
this six-column space, Timken Roller Bearing 
Company tells how it has established five 
extra shifts to keep its plants operating 
continuously without a week-end blackout 


[CONTINUED FROM PaGeE 26] 


Armco Writer's Guide 


product; know your audience, their de- 
sires and needs. Interpret the product 
or service in simple, sincere and im- 
pelling words and you will have ful- 
filled that function which Armco ex- 
pects from its advertising and advertis- 
ing writers. 

The Right Word—As your constant 
recall these 
words of Joseph Conrad, the great 
master of English prose: 

. He who wants to persuade should put 
his trust not in the right argument, but in 
the nent word 

Give me the right word and the right 
accent and I will move the world. 

The Value of Im pressionism— 


inspiration, compelling 


|. Whom am I addressing? 
2. What message do I desire to con- 


vey? Or what effect must I produce? 
3. How can I say it concisely, per- 
suasively, effectually? 


ver: By using concrete words 


and rases, succinctly written; and 
mos: important—keeping before me 
the coal or objective toward which 
my ughts and pen are directed. 

iS impressionistic writing, the 
tri chnique of Poe, a writer who 
ne asted a word in achieving his 
Od 


c 


the effect is visualized, the 


wi should bend every effort, every 
enc to producing the cause that 
Wi ost easily, most gracefully and 
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most understandably culminate in the 
desired effect. 


K. E. Kellenberger Elected 
Affiliation President 


K. E. Kellenberger, advertising manager, 
Union Switch and Signal Company, Pitts- 
burgh, was elected president of the Inter- 
national Afhliation of Sales and Adver- 
tising Clubs, at its thirty-eighth annual 
convention held at Toronto last month 
He succeeded Elton Johnson, Toronto 

Other officers elected are: First vice- 
president, K. G. Anderson, Windsor; sec’ 
ond vice-president, Peter C. Keischgens, 
Syracuse, N. Y.; secretary-treasurer, Don- 
ald A. Thomas, Buffalo; assistant treas- 
urer, Walter Kiehn, Toronto 


AN ACTIVE FIELD 





EAC Seeking Information on 
Exposition Participation 

In order to furnish members with the 
best current thought on the subject of par- 
ticipation in industrial shows to be held in 
the near future, the Exhibitors Advisory 
Council, Inc., is soliciting the attitude of 
all members, and will distribute their find- 
ings at the earliest possible moment 


Abbink Adds Duties 


John Abbink, president, Business Pub 
lishers International Carporation, a Mce- 
Graw-Hill subsidiary, has been = as 
signed the additional duties of publisher 
of Engineering News-Record and Con 
struction Methods. Albert E Paxton 
continues as manager of the publications 


SERVED BY AN ACTIVE PUBLICATION 


There's plenty of activity in the Metal Cleaning and 
Finishing Field. PRODUCTS FINISHING thoroughly 
covers the potential buying influences with over 16,000 
circulation every month. Write for full information today. 
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TVA Research 


Manufacturers were licensed for mod- 
est fees, which go into a revolving 
fund which may be used for further 
research. Each company received as- 
surance that no other manufacturer 
would be given more favorable terms. 
Here again, besides being beneficial to 
private industry, the development may 
have far-reaching results in the soil 
conservation program. Because of the 
semi-automatic operation, making for 
a more uniform and improved grade 
of oil, production by small oil mills is 
made more profitable. This encour- 
ages more local processing and the 
return of cottonseed meal, containing 
vital elements of soil fertility, to the 
land through livestock. 

TVA research in the production of 
concentrated phosphate fertilizers, car- 
ried on at Muscle Shoals, likewise is 
providing opportunities for private in- 
dustry. The experiments resulted in 
new and improved methods of produc- 
ing phosphate fertilizers with forty- 
five to sixty-two per cent of available 
plant food, as compared to eighteen to 
twenty per cent in ordinary commer- 
cial superphosphates. 

Through the agricultural extension 
services of the land-grant colleges, 
tests and demonstrations of these new 
concentrated materials have been un- 
dertaken on more than 33,500 farms 
in twenty-six states under actual 
farming conditions, influencing agri- 
cultural practices on a vastly greater 
number of farms. 

And the tests and demonstrations 
create a demand for the products of 
private industry. For example, the 
Alabama Polytechnic Institute in 1938 
carried on a survey of the effects of 
the fertilizer program of TVA and the 






n Modern illustrations of merchandise 
with or without models 


STANDARD STUDIOS INC + 540 N MICHIGAN AV + CHICAGO 





<< 


Chrough Sweat... 
and Blood...and Cears 


Ss 
ete tere ee cemnary Thrrmagh on! amd erie we esl! mines progr 
i ae 
1 eke progree eke Never card eee cod meme oom) meer oe 
make progree + ompreteminng te meet 4 mye pmen: mete eres 
oe pert mmee ode reece hee 2!) mee hee ewer <Memgung emt oe 
pamtng oy eemrmn Shel) ey mbes he progrem as gree (& shel ov 
We eee at mts eaihy ere make prigrem a tngh mieprenten: 
1 mem eee aim eng oN cater members of te hatasery There ee armee 
peee some io he hemes ot che Drop targung bmtusry where mame om kd 


bee meee wend by ve pring eed preriec ung thee pein y of nme fen ol amd aL! boar oe 


ci 
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as 


The Drop Forging Association uses this piece 
of advertising to urge all members of the 
industry to do their utmost in the defense 
program by cooperative effort rather than 
without regard to action affecting each other 


extension service in twenty representa- 
The survey 


revealed that in ten counties in which 


tive counties in Alabama. 


the use of phosphates was being dem- 
onstrated, 11,034 tons of the fertilizer 
material were used. Only 1,963 tons 
were produced by TVA, the remaining 
9,071 tons being obtained from private 
industry. In the other ten counties, 
where there were no TVA demonstra- 
tions, only 830 tons of commercial 
phosphate were purchased by farmers. 

It is estimated by TVA that because 
of the educational efforts and the in- 
terest of practical farmers, there will 
exist by 1945 a demand for more than 
750,000 tons annually of highly con- 
centrated phosphates, while present ca- 
pacity of the industry is only some 
345,000 tons annually. 

Here, then, we have some practical 


demonstrations of the 


codperative 
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technique for research, a pattern 
approaching problems which promi:es 
rewards of many kinds in full meas 
And while it has been more fully ce- 
veloped in the TVA area in the Sourn 
than elsewhere, its effectiveness need 
by no means be confined to that 
gion; it may well find applicatio: 
other regions as well. 

First, there must be the idea, 
approach to the specific problem, and 
the exploration from every angle of 
the possibilities for carrying it out. 
That is the job of the research wo 
in the laboratory. Then must come 
the engineer to solve the problems of 
practical design and _ construction 
which may be involved. This involves 
practical testing or pilot plant opera- 
tions. Equipment is demonstrated un- 
der actual operating conditions, to 
obtain reactions from potential users 
and to help introduce the new method 
or process in the region. 

And the final step of the task must 
rest with the businessman. It would 
be hard to minimize his contribution 
to the end result, for it is upon get- 
ting the new process, or new machine, 
or new product into actual use that 
the final success of any practical re- 
search job depends. It is the business- 
man’s job to see that the product of 
the laboratory technician and the engi- 
neer finds its way into the channels of 
trade and fulfills its useful function 
in the economic life of the region. It 
is a job taking special business skill 
and judgment, patience and persistence, 
courage and foresight. 

This contribution is being made 
now, in the Tennessee Valley and ad- 
joining Southern regions. Definite 
progress has been made in the last 
seven years, as we have seen. But more 
important, perhaps, than the tangible 
accomplishments of this period is the 
development of the technique of joint 
action between the federal govern- 
ment, local institutions of the people, 
and private business. Such a relation- 
ship, based upon specific problems and 
accomplishments, is worth more than 
tons of high-sounding talk and zen- 
eralities. 

Nan M. Collins Joins 
Research Foundation 

Nan M. Collins, for nearly twelve 
secretary and account executive : 
Roland G. E. Ullman Organization, 
delphia, and past president, Philad: i 
Club of Advertising Women, has re J 
to become director of public relati 
the Foundation for Clinical and 5 


Research, Philadelphia 
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House Organ Practice 


fice or factory, and only in less than 
three per cent of the cases are they 
mailed to the homes of the employes. 

in less than 40 per cent of the cases 
is the house organ sent to stockhold- 
ers of the company. 


Printing Processes and Color 
Sixty-five per cent of house organs 
Lith- 


ography, of one sort or another, is 


are produced by letterpress. 
used on 24 per cent of the publica- 
tions; less than four per cent are done 
by mimeograph; and two per cent are 
done by each, multilith and _ roto- 
grav ure. 

Slightly over half of the publica- 
tions are printed in only one color, 
but 42 per cent have two colors. Three 
colors are used on five per cent of the 
magazines, and four colors on two and 
a half per cent. Five colors and six 
colors are used regularly on two house 


organs. 


Kinds of Paper Used 


Coated paper is the most popular 
for house organs, 65 per cent of them 
using the highly finished sheet. Next 
comes offset stock which is used by 
Not 


uncoated 


slightly less than 18 per cent. 
eight 
mimeograph paper is used by 


quite per cent use 
stock ; 
four per cent; and gravure stock by 
less than two per cent. A few use 
bond paper. 

As to color of stock, white is the 
ruling favorite, followed by scattered 
usage of India tint and ivory. Colored 
stock is used in a few cases both for 
inside and covers. 

Of those who reported the amount 
of paper used for their publications 
during the year, were the following: 
37 use from 1,000 to 10,000 pounds; 
13, trom 10,000 to 25,000 pounds; 
seven from 25,000 to 50,000 pounds; 
four from 50,000 to 100,000 pounds; 
and two use over 100,000 pounds of 


Pay per year. 


Who Does the Buying? 


NTING—In 48 per cent of the 


ca the advertising department 
Chooses the printer to do the house 
or The editor makes the selection 
it per cent of the cases; the pur- 
chang agent in seven per cent; the 
sai’ department and the agency each 


er cent. Eleven per cent of the 
’ organs are printed in the adver- 
own printing department. 
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Paper—Although the paper stock 
for the house organ is selected and 
specified by brand by the advertiser, 
the printer does the actual buying and 
charges it as part of the job in 78 
per cent of the cases. The advertising 
department buys the paper separately 
in 13 per cent of the cases; the pur- 
chasing agent, about seven per cent; 
and the agency for about two per cent 
of the publications. 

ENGRAVINGS—Engravings for 41 
per cent of the house organs are pur- 
chased by the advertising department. 
The editor contracts for them in 24 
per cent of the cases; the printer, 
about 20 per cent; the agency, 12 per 
cent; and the purchasing agent, less 
than three per cent. 

ENvELopES—Where envelopes are 
used for mailing the house organ, the 
advertising department makes the pur- 
chase in 42 per cent of the cases. The 
purchasing agent follows in less than 
25 per cent of the cases; the editor, 
16 per cent, the printer, 11 per cent; 
and the agency, less than three per 
cent. 

Thirty-five per cent of those using 
envelopes have more than the corner 
card printed on them; and 85 per 
cent use the return postage guarantee, 

ILLUsTRATIONS—A large volume of 
illustrations are bought for use in house 
organs, usually by the editor. These 
include photographs, both studio and 
field shots; line drawings; cartoons; 
and some wash drawings. 


EpiroriaL Matertat—tThe editor 
buys any outside editorial material 
used, the amount of which varies 


greatly as does the rate of payment. 
Rates run from one cent a word up 
and for $1 to $5 for contributed 
photographs. Others pay arbitrary 
amounts for articles ranging up to 
$50. 


contests 


Various cash offers are used in 
for best 
ads, etc. Staff members of some inter- 
nal publications receive gifts at the 
holiday time; a bound volume ; month- 
ly dinners; and in one case, 25 per 
cent of the advertising revenue. 


Outside Advertising 
Non-competitive advertising is sold 
in about five per cent of the house or- 
gans, including both external and in- 
Three external publications 


letters, sales ideas, 


ternal. 
give advertising space to “good cus- 
tomers.” 
cases, the advertising pays a profit or 
at least the cost of producing the pub- 
lication. 


In practically all of these 














ADVERTISING 


with extra 


“PULLING POWER” 


Wy YYW 
RESULTS 


It's up to you to make your advertise- 
ments attractive in Jooks .. . but it is 
PIT AND QUARRY’S job to make 
them attractive in results. Test its 
pulling power by taking space in this 
No. 1 Trade Paper of the nonmetallic- 
minerals industry. It leads the field 
in net paid producer circulation, ex- 
ecutive readers, individual subscribers 
and plant coverage. And, naturally, it 
carries the most advertising. 


PIT and QUARRY 


907 Rand McNally Building, Chicago 














DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 


some 3,000 of them in all these 
fields—prompitly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publishers 





469. Research. 

A verbatim report of a clinic dis- 
cussion on research in industry, in 
markets, and in printing inks con- 
ducted by General Printing Ink Cor- 
poration. 

470. How Manufacturers’ Catalog: 
Can Be Made More Useful. 


Some valuable information gained 
from field research as to what buyers 
want to find in catalogs designed for 
their use. Suggestions are divided un 
der catalog content and catalog format 
illustrated with typical examples. 
Scores of catalog cover designs are 
shown in the list of 1,268 prefiled 
catalogs included in Sweet’s Catalog 


File, which is part of the book. 
471. 


This illustrated booklet 
a number of industrial advertisers are 


Photo-Re porting Service. 


show s how 


using facts and photos gathered in the 

field by Sickles Photo-Reporting 

Service. 

472. The Manufacture of Rubber 
Printing Plates. 

A six-page bulletin summarizing the 
process involved in successful rubber 
plate making, dealing specifically with 
and _ methods. 


Goodrich Com- 


equipment, materials, 
Issued by The B. F. 
pany. 
473. Guest Review of Advertising. 

A series of reprints of the spread 
ads of Electrical World in which read- 
ers of that publication tell which ads 
they like and why. 

474. What Are the Best Selling 
Colors? 

Report of a survey among several 
hundred manufacturers of a variety of 
merchandise to determine the effect of 
color on sales and which are the best 
selling colors in relation to various 
products. Published by Eagle Printing 
Ink Company. 


475. Distributors in National Defense. 

A reprint of twenty-one illustrated 
case studies of important time savings 
in national defense production made 
possible by the codperation of local 
distributors. Published by Mill & Fac- 
fory. 


476. Hammermill Printing Product 
Control Plan. 

A file folder of forms comprisin 
system to help advertising departme 
produce better printed pieces in | 
time. Hammermill Pa; 
Company. 


Issued by 


Mr. President, Meet Your 
vertising Manager. 

This booklet is a brief talk—in the 
nature of a private consultation—on 
the sort of man the advertising man 
ager iS; what he 1s really worth; how 


460. 


to get the most out of him; and con- 
tains practical suggestions for putting 
the advertising and sales promotion 
operation on a productive basis. Pub 


lished by The Associated Business Pa- 
pers, Inc. 


462. 1941 Export Sales Quota Chart 


A handy daily work sheet for the 
export executive for planning quotas, 
listing pertinent facts about distribu- 
tors, basis of sale, monthly sales, and 
other data for quick and easy compari- 
son with last year’s figures. Available 
from Business Publishers International 
Corporation. 


Facts and Figures Regarding the 
1941 Shipbuilding Market. 

A twenty-seven page portfolio, is- 
sued by Marine Engineering and Ship- 
ping Review, containing a graphic and 
statistical summary of the tremendous- 
ly expanded shipbuilding in this coun- 
try. It includes detailed statistics of 
merchant and naval ship construction 
under way on Jan. 1, 1941, and data 
regarding developments since then. 


466. 


Construction Men Tell What 
They Want to Know About the 
Equipment They Buy and Use. 
A forty-eight page illustrated book 
presenting detailed findings of field 
surveys among contractors, engineers, 
and others engaged in construction 
work to find out what they want man- 
ufacturers of the equipment they use 
to tell them in advertising to he! 
them make buying decisions. A c! 
chart for preparing effective adv« 
ing is included as well as sugg 
layouts and typical 
Prepared and published by Engine: 
News-Record and Construction M 


ods. 


464. 


successful 
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